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Bill Wachtel says that college 
narketing and business admin- 
stration courses stifle the imagina- 
jon. 

Even without budgets? 


¥ @ 


Milwaukee, according to The 
ew Yorker, is an Indian word 
hat means “good lands.” This is 
roing to be a big surprise to a 
ot of people who thought it meant 
pnly good beers. 
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“We realize emergencies will oc- 
ur,” sighs Partridge & Anderson, 
but our cherished wish would be 
ulfilled could they be avoided.” 
Sorry, but you’re doomed to 
jisappointment. 
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“Any publicity will be appre- 
iated, and later on, if conditions 
arrant, maybe we’ll be able to 
et together for some advertising,” 
the sort of handout that makes 
ditor Perry Githens mad. 

And it ought to make the adver- 
ising department even madder. 
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Miami Beach bathing beauties 
re going to get some competition 
at may be entirely too much for 
em to match. Psyche, the White 
Rock girl, is planning to display 
her charms in that neighborhood 
hortly. 
oe On 


The Post Office describes an ICC 
ward of higher railway mail rates 
arbitrary, capricious and an abuse 
bf discretion.” 

These family rows are always 

e hottest. 
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“Locally known is locally ac- 
epted,” says the Cooperative Med- 
cal Advertising Bureau, with a 
ip of the hat in the direction of 
he Bureau of Advertising. 
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“Will pay moving expenses and 
nd you a home,” says an em- 
loyer extending a warm invita- 
ion to a layout artist. 

The layout is perfect. 
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“Majority wants small, light 
ar,” reports the world’s greatest 
advertising journal. 

Right now even Santa Claus 
an’t oblige. 

vv 


Traffic congestion and accidents 
ere limiting the future of the auto- 
mobile business, thinks Paul Hoff- 
man, president of Studebaker. 

Wonder if the chairman of the 

ommittee for Economic Develop- 

nent could come up with the an- 
swer? 


7 


More New York hotels will offer 
Hotelevision, the news story says. 

The bartenders insist they’ll still 
set most of the business. 
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“If you happen to like hunting 
and fishing, they’re available 10 
minutes from town,” says a Wis- 
Consin art studio looking for new 
Nands, 

Art is long and time is fleeting, 
but when does the season open? 
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ADVERTISING...STILL A BETTER ECONOMIC BUY 
PERCENTAGE CHANGE 1935'39 TO MID:1946 AND TO FALL OF 1947 
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they will go still higher. 


goods or services. 


The accompanying basic chart, 
which shows what has happened 
to general costs, production costs 
and media costs from 1939 to 1946, 
and from 1946 to 1947, demon- 
strates clearly that advertising 
media costs have not risen as 
much as other costs. In some cases, 
they have actually decreased, and 
in the notable case of the “shelter” 
magazines, advertising costs (when 


related to circulation) continued 
| to decline in the past year. 


Advertising Still a ‘Best 
Buy, AA Analysis Reveals 


Costs Rise from 1946 to 1947, but Lag 
Behind Production and Living Increases 


By ROBERT MURRAY JR. 


Fifteen months ago (Nov. 
made a detailed study of advertising costs, compared with 
prewar (1939) costs. At that time we reported that adver- 
tising rates had gone up, “and there is every likelihood that 
But the cost of a potential advertis- 
ing impression in most major media has not gone up. 
many cases, it has actually declined below the prewar figure.” 

Now, to bring the figures up to date, ADVERTISING AGE 
presents a detailed analysis of advertising and media costs | 
and rates, with special emphasis on what has happened be-| 
tween mid-1946 and mid-1947. 

This analysis demonstrates that while advertising rates | th 
as well as costs have increased within the past year, the ad-|ject of discussion in advertising 
vertiser is still getting far more for his money in advertising |and agency circles has been ad- 
than he gets as a consumer or as a buyer of other business | 


11, 1946) ADVERTISING AGE 
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The reason, of course, is that 
while rates have been increased, 


visite 


much as it was before the war, 
and in the wholesale field a dollar 
will now buy only about half of 
what it would buy in the 1935- 
1939 period. 

Nevertheless, the rising prices 
which have been forced on adver- 
tisers have created a real dilemma 
for many. As demonstrated in 
one of the accompanying tables, 
an advertiser who was spending 
$186,000 in a schedule in news- 
paper, magazine and transit ad- 
vertising in 1939 had to boost his 
budget $42,000 in 1946 to buy ex- 
actly the same schedule, and in 
the past year he has had to add 
another $18,000 to the budget to 
“keep even.” He has, of course, 
added a great deal of circulation, 
and he is putting his advertising 
dollars against a vastly expanded 
consumer income, but he still, 
necessarily, feels a squeeze. 


Costs Get An Airing 


That is one reason why, within 
e past two years, the hottest sub- 


vertising costs. One of the most 
notable trends within the past year 
has been to shorten lists, as cir- 
culations and rates rose. This 


| trend was particularly noticeable | 
circulations have also increased,|in the magazine field, where de-| 


‘Necessary Ad 
Costs Deductible, 
Revenue Aide Says 


Isn't ‘Director 
of Censorship,’ 
McLarney Declares 


WASHINGTON — Deputy Commis- 
sioner Edward I. McLarney told 
Congress last week that the Bu- 
reau of Internal Revenue has no 
interest in the content of institu- 
tional advertising charged off cor- 
porative tax returns as ordinary 
and necessary business expense. 

His statement to the Senate’s na- 
tional defense investigating com- 
mittee said advertisers are free to 
choose the form of advertising 
“which best suits their purposes” 
so long as the amount is in relation 
to past expenditures and future 
business prospects. 

Asked whether an institutional 
advertiser could deduct cost of a 
campaign devoted to the candidacy 
of Henry Wallace, or the speeches 
of Joseph Stalin, he declared: “Our 
|bureau cannot concern itself with 
_ being a director of censorship as 
|to the type and manner in which 
corporations advertise.” 

Again, Mr. McLarney declared 
“the method and type of advertis- 
ing so far as its tax deductibility 
is concerned, is entirely within the 
|purview of the taxpayer. So long 
jas his trade name is on it, and it 
meets his particular objective, we 
are not concerned with content. 


‘Necessary and Reasonable’ 


“We are merely concerned 
whether or not his advertising ex- 
penditures are ordinary and neces- 
sary, and reasonable.” 

Mr. McLarney was the last wit- 
ness to testify before the now-de- 
funct committee, formerly headed 
by then-Senator Harry Truman. 

Chairman Owen Brewster (R., 
Me.) said his one-day investiga- 
tion of “institutional advertising” 
was designed to “focus the atten- 
tion of Congress and the country” 
on the hundreds of millions of 
dollars spent by advertisers during 
the war “to bring their concerns 
favorable attention.” 

Following the hearings, the com- 
mittee forced Mr. McLarney to 
submit in secret the names of two 
“institutional” advertisers whose 
budgets are now under study by 
Internal Revenue. 


Truman Raised Issue 


The issue of exorbitant “institu- 
tional” advertising was raised in 
the midst of the war by President 
Truman, then a Missouri senator 
busy investigating production at 
Buffalo aircraft plants. The com- 
mittee noted then that Curtiss- © 
Wright “blue sky” ads were citing 
production and design achieve- 
ments which the plants had yet to 
approach. 

Last week’s hearings were a di- 


and the “rate-per-thousand” has|spite the biggest revenue year in |Tect outgrowth of last summer’s in- 
therefore declined or held steady, | history, very nearly two of every | Vestigations of the “public rela- 
or increased only modestly, while | three magazines showed a loss in| ons work” of Johnny Meyers, a 


general costs and production costs | 
have soared. 
A dollar spent in advertising | 


now is therefore still about as good | costs was apparent in much of the | 


a dollar as one spent in 1939. In 
contrast, the consumer’s dollar is | 


worth only about three-fifths as | 


linage last year as compared with 
the previous year. 
Advertisers’ preoccupation with 


media selling during recent months, 
and undoubtedly will be more and 
(Continued on Page 58) 


|'Howard Hughes employe. 
| The advertising study was cut 


News Flashes 
are on Page 7] 
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short at midnight Jan. 31, how- 
ever, when the famous committee 
passed out of existence. Little if 
anything further can be expected 
on this subject. 


Promises Advance Rulings 


The committee, once the spring- 
board to the Presidency for Mr. 
Truman, was discredited largely 
because of the Howard Hughes 
hearings last summer. 

Mr. McLarney said that Internal 
Revenue has detailed information 
about the advertising efforts of all 
major corporations, and that it 
stands ready at all times to give 


The HOSIERY industry 


RETAILERS © JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively’ 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


advance rulings on the “reason- 
ableness” of any advertising bud- 
get. 

He insisted, however, that the 
bureau could not attempt to define 
the type or form of advertising 
which a corporation must employ, 
“since it would be impracticable 
to consider the deductibility of the 
cost of each advertisement.” 

He warned the committee, how- 
ever, that other agencies, such as 
the Department of Justice, might 
be concerned with “political” ads 
which might come under election 
laws. 


Bread Standards 
Hearings Set for Fall 


At a meeting held Jan. 20, U. S. 
Food & Drug officials and baking 
industry representatives in Wash- 
ington tentatively decided that 
hearings on standards of identity 
for bread would be resumed in the 
fall of 1948. These hearings were 


originally begun in 1941, at which 
time tentative standards were is- 
sued. Final standards never were 
adopted because of the war. 


ABC Stations to Meet 


ABC has scheduled three meet- 
ings for affiliates this spring. The 
southeastern and south central 
sections will meet in Atlanta Feb. 
15. New England, New York, 
Pennsylvania, Maryland, Dela- 
ware and New Jersey stations will 
convene in New York Feb. 25. 
Affiliates from the central United 
States will meet March 10 in 
Chicago. 


Form Publicity Service 

Publicity Services Ltd. has been 
formed at 1452 Bishop St., Mont- 
real, to specialize in adaptation of 
advertising material and public 
relations for French language 
markets. The directors of the 
new firm are Placide Labelle, 
Jacques Girouard, Marcel Pare 
and Nolin Trudeau. 


NBBB vs. FTC: 
Finds ‘Free’ Okay 
—with Purchase 


New York—The National Bet- 
ter Business Bureau informed its 
members in a bulletin released 
last week that it does not agree 
with the Federal Trade Commis- 
sion’s latest administrative ruling 
on use of the word “free” (AA, 
Feb. 2). 

As far as the bureau’s con- 
cerned, it will not object to “free” 
offers involving an obligation to 
purchase, if there is no deception 
present, even though the commis- 
sion has stated in its administra- 
tive ruling that it considers “free” 
offers which require a purchase 
to be a violation of the Federal 
Trade Commission Act. 

The administrative ruling fol- 
lows the commission’s dismissal 
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NOW Another Plymouth 


Super-Cushion Tires on 
foee Satety-Rim Wheels 


SUPER-CUSHION—As promised (AA, 
Sept. 15), January saw Chrysler Corp, 
cars rolling off the assembly line with 
Goodyear's new super cushion tire;. 
Newspaper ads last week told prospec. 
tive Plymouth owners about the devel. 


ir prestige operates your client’s cash register, we are not your medium. 
If your client or his Board of Directors is impressed with a list of slick magazines, we can’t 
qualify for that class, either. 


*6 months average June 30, 1947 ABC statement 


ARE YOU BUYING SPACE FOR 


But if you are buying space to produce sales at a profit, we have the medium for you. 


THRILLING FICTION GROUP’S readers make up a typical American male circulation of 
2,252,562* every month — at the lowest cost of any leading male-read magazine! We 
reach the men who buy the great mass of products American industry turns out. 


And we have the facts to prove it! Dr. Daniel Starch and Staff furnished the figures, in our 
“Basic Marketing Study of Pulp Magazine Readership.” (Ask us for a copy.) 


Chalked up against U. S. Urban Census averages, our reader out-classes almost every 
category. Income — $2,000 a year or more. Education — 83% attended high school. 
Home ownership — over 34%. All the marks of America’s normal consumer! 


Maybe we don’t have prestige. But advertising in THRILLING FICTION GROUP pays off 
in profits — and costs only 67¢ per page per thousand circulation! 


THRILLING FICTION GROUP 


10 East 40th Street, New York 16 
9 South Clinton Street, Chicago 6 


opment. 


last July of applications for the 
issuance of complaints against two 
of the book clubs, the bureau ex. 
plained. The commission ruled 
that the “free” offers used by the 
book clubs did not violate the 
act, despite the fact that the offers 
involved an obligation to buy 
books. Having reversed its ruling, 
the bureau reports, the commis- 
sion has reopened the book club 
cases. 

The bureau bases its position 
on the fact that although the com- 
mission has changed its ruling on 
the word “free” from time to 
time, there has been no change in 
the law. 

It points out that the commis- 
sion argued in previous cases that 
a “free” offer involving an obliga- 
tion to purchase is lawful, pro- 
vided there is no deception of the 
purchaser. 


‘Theatre Arts’ Resumes 
with New Backing 


Alexander Ince, former pub- 
lisher of Stage, New York, has 
purchased Theatre Arts from Rob- 
ert W. Dowling, president of City 
Investing Company, and Henry 
Steeger, head of Popular Publica- 
tions. 

The magazine, which ceased 
with the February issue under the 
old setup (AA, Feb. 2), will re- 
sume publication April 10 as a 
semi-monthly, changing to a 
monthly in October. Charles Mac- 
Arthur, playwright, will be editor. 


New ‘Sun & Times’ Rate 

Following consolidation of the 
Chicago Sun and Times (AA, Feb. 
2), the Sun & Times national 
daily open advertising rate has 
become 85 cents a line. Daily 
circulation is estimated at more 
than 600,000. Editions go to press 
from midnight to 6 p.m. For Sun- 
day editions, the national rate is 
$1, effective April 1, based on 4a 
circulation of 800,000. 


For over 59 years 


THE MARTIN CANTINE COMPANY, 
: SAUGERTIES, N. Y. & 
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INSTITUTIONS CATALOG DIRECTORY renders a buying service unparalleled in the in- 
stitutional field. It is the only consolidated catalog directory available for the conveni- 
ence of buyers and is designed primarily to catalog, list and cross-index all types of 
products used in furnishing, equipping, maintaining, decorating, remodeling, construc- 
tion and feeding in this huge eleven billion dollar market. 
The 1948 annual edition of INSTITUTIONS CATALOG DIRECTORY, now being com- 
piled, offers manufacturers the opportunity of keeping their product information daily 
before the more than 45,000 buyers of institutional equipment. INSTITUTIONS CATALOG | DI- 
SeeinS ‘alee ile 
Vib Reserve Space Now to make sure your company's products are properly displayed, ae po Mong first award for 
classified and cross-indexed in all sections of this centralized source of buying infor- ae cake annie anor 4a 
mation. Consult your Advertising Agency or write direct for detailed information of entries from the nation’s leading 
how INSTITUTIONS CATALOG DIRECTORY can best serve you. a Pr rae aatih eae 


made this achievement possible 
has made INSTITUTIONS CAT- 
ALOG DIRECTORY of first im- 
portance to manufacturers with 
products to be cataloged for the 
institutional field. 


INSTITUTIONS CATALOG DIRECTORY 


1900 PRAIRIE AVENUE —— WH W- CHICAGO 16, ILLINOIS. 


ame te Bedale 
Sh See i 
a ub Sa i a om iis ay - yal 
rte cael eee ES SEE aie esi ee a wee a ere . 
bry verse soe + a eee Rei tors d . he 
ee TIONS © } 
a: er: ‘pes for mS be Nt o oe bs ad ‘ - 
| = “¢ ail aie: ; eae ha ae : 
2 ge ae , 
: Al, a paced it, 
an Lier all ae a a : Ra jaar Sita. ie i ea 
; Fe ss TS: ” . wail ce + a 2 rm. 4 — r « \ Be 4 Gn Sey . 
im g , ¢\ a 2 ~$ sa | > ri + E i) | 
Se ee oe gl —_ |. od FF Se, ‘os S & Ate 
sail f, A <a = <i Ef e. Sal : f . . ht Ow 5 oa Orga . The following [re the types OF inss;. 
Wouth Vy \\ SE NS i a ¥ . te Bas i. > ae -.. 4 tutions reacheg by INSTITUTIONS 
onal a \ a oe > Why ae ~ ay, Vw side , CATALOG DIRECTORy 
> Vi. > i om ssh 
= Bae we 2 eh , Die 7: © Hotel, 
= - 3 eae oa Thies, fs - ? F 
a. ak oS —— — ier Te, : e Hospital, and Sanitarium, : 
an ue =— —— —- NGS he ? 
oe TD eee — = = = it wa? §\—A tf, e Schools ot 
wk — 7 SS = A AT Res "ed YES bf Pe 
hs gp Ts —— = il Wi fi * CoN “Se * College, and Universitie, 
4 Beri i ; i | HIE: : ly ll ; 
Be? ia | PT TT ff _— ® Industri Cafeteria. and 
gia Sy vy Tory “ ‘ ) Age a rar Restaurany. 
- ‘ a" Ik » } i} : \ Hy Tis Dg fT ' & ©.» 
ce vr a ! SEs Ai! a, 74 he at ® Asylums, Municipgy and '¢ 
aR Al = | CATALOG DIRECTORy 4g | tage ee State Institutions 
Y : y ge Bt € 9 , - F 
“ts ‘J | a a. eee * Restaurans, and Cafeteria, | 
ei a Salon aces, y' _ on Me ) = Steamship Lines and 
Aj : ANNY ‘eg Ss 4 ht & Shipyargs | 
- ig mr i tatieas fej ’ a = 
— 2 a ; s “5 4 ; . ; e 
. y j cae || ED e. eae H H , i . 4 ye * Railway Systems 
bag re ¥- h d prieatnn vr ‘| I . ‘ ‘a ; F > ry ; 
a | TION Fat ay 4 | = 4 a eS Airlines 
eee =o a id i © Office ang Pubjic Buildings 
, QS if Rr S oe 
: a Li 3 bE Y Clubs : 
i — | {ia Soe rey, . f 
es \ at bes Pers, 
nes ) V Bit "Signer; 
tions ' 
d 
owners to 
chiet engi. 
"tained in 
their Pur. 
all other ‘ 
ding and 
© liss of 
~~ a oF a 
RONTR sion | 
= Comyn 
ot\ | 
camon 
2 —- | 
<4 te : — : 
NCY 7 | 
GE. : | 
VERTISING fog GENC | | — 
=| utr your A{overT jee ag eee 
1 CONS IVUR a 
: . c , ere , 


4 
Adds Raymill Account 
Raymill Fabric Corporation, 
New York, has named Slans & 
Maury, New York, to handle its 
advertising. Plans call for the use 
of Women’s Wear Daily and the 
New York Journal of Commerce 
on a weekly basis, and daily in- 
sertions in the Daily News Rec- 
ord. Chester P. Sosnow, formerly 
with Pacific Mills, has joined the 
company as a sales representative. 


431 GS. Dearborn St., Chicago 5, Illinois 


Audit Situation 


May Be Discussed 
at ABP Parley 


New YorK—Following a meet- 
ing of the executive board of the 
Associated Business Papers last 
week it was reported that the de- 
cision of Controlled Circulation 
Audit to audit the circulation of 
business papers with paid seg- 
ments (AA, Jan. 12) may come 
up for discussion by ABP mem- 
bers at its spring meeting. The 
meeting is scheduled for Hot 
Springs, Va., May 26-29. 

An informal session was held 
last week at headquarters of the 
Association of National Advertis- 
ers, with representatives of the 


ANA, the American Association 
of Advertising Agencies, the Audit 
Bureau of Circulations and Con- 
trolled Circulation Audit present. 
A Four A’s spokesman said the 
meeting was “just looking into” 
the situation, but expressed the 
opinion that most agencies would 
like to have all parts of circula- 
tion audited. 


Ad Council Distributes 
Navy Recruiting Ads 

The Advertising Council, New 
York, has sent newspaper proofs 
of its new Navy recruiting ads to 
1,800 daily newspapers and all 
Navy recruiting stations. “The 
Navy has a real business proposi- 
tion for young men who want to 
‘go places’” is the slogan of the 
nationwide drive, prepared by the 


council in cooperation with the 
U. S. Navy. 

J. Walter Thompson Company, 
New York, is the _ volunteer 
agency, and Henry C. Wehde Jr. 
is the council’s staff executive on 
the campaign. 


Appoints Funt-Golding 
MacDonald’s of Lebanon, New 
York, maker of children’s play- 
suits, has named Funt-Golding, 
New York, as its agency. Con- 
sumer and trade publications are 
scheduled, along with direct mail. 


Robinson to Benrus 


Richard I. Robinson, former 
advertising manager of Phillips- 
Jones Corporation, has been ap- 
pointed assistant advertising man- 
ager of Benrus Watch Company, 
New York. 


Covers 96% of all homes 


in Milwaukee and suburbs 


The Milwaukee Journal is read in 96% of all 
homes in the ABC City Zone on weekdays 
and 90% on Sunday This is based on net paid 

> average City Zone circulation of 230,721 daily 
and 213,462 on Sunday during the last quarter 
of 1947, and on 238,976 occupied dwelling 
units in the area as of January 1, 1948. 


Daily and Sunday, The Milwaukee Journal 
is carrier delivered to five times as many 
City Zone homes as any other newspaper. 


The Milwaukee Journal is read in eight times 
as many homes inthe City Zone as any maga- 
zine, and in more than any dozen magazines 


combined. 
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Only The Journal is "big enough in Milwaukee" 
to do the big 1948 advertising job 


Advertising Age, February 9, 194g 


Home Builders 
Ad Column Set 
for 14 Papers 


Cuicaco—A new advertising 
column for the home building 
market will make its bow in the 
Sunday newspapers of 14 metro. 
politan markets March 7. 

Titled “How. to Plan Your 
Home,” the new column will differ 
from other “advertising columns” 
of the Nancy Sasser type in that 
it will inelude a straight editoria) 
section, as well as editorial-ad- 
vertising. Content will be limited 
to products for new homes for 
owner occupancy, new homes from 
“for sale or rent” developments, 
and modernization of homes. 

The column will be edited by 
Prof. Ralph Warner Hammett of 
the school of architecture, Univer- 
sity of Michigan, a well known 
authority in the residential hous- 
ing field. The project is being 
sponsored by Major Home Plan- 
ning Markets, 30 W. Washington 
St., Chicago 2, whose principals 
are Ward Webb, western manager 
of the Home Owners Catalogs di- 
vision of F. W. Dodge Corporation, 
and Jack Casey, western manager 
of Architectural Record. Before 
joining Dodge, Mr. Webb was 
with Ruthrauff & Ryan and Mr. 
Casey was advertising director of 
National Jeweler. 


Circulation Over 8,000,000 


The column will appear in the 
New York Times, Boston Herald 
and Traveler, Philadelphia In- 
quirer, Pittsburgh Press, Cleve- 
land Plain Dealer, Detroit Free 
Press, Chicago Tribune, Milwau- 
kee Journal, Minneapolis Tribune, 
Omaha World-Herald, Des Moines 
Register and Tribune, Indianapolis 
Star, St. Louis Post-Dispatch and 
Cincinnati Enquirer, with a total 
circulation of more than 8,000,000. 

The rate is $16.54 per line, flat, 
and the maximum space sold is 
60 lines. Advertising is sold on 
a non-exclusive basis as to prod- 
ucts. Each Sunday column will 
start off with an editorial discus- 
sion of home building problems 
of about 500 words, and the or- 
ganization expects its initial col- 
umn to start with 15 advertisers, 
although not all have yet signed 
formal contracts. 

The minimum contract calls for 
a 13-time cycle, which may ap- 
pear every week or every other 
week. 


Seligman Forms Agency 

Paula Seligman, formerly head 
of the eastern story idea division 
of Republic Pictures, has estab- 
lished her own publicity, adver- 
tising and public relations - offices 
at 35 W. 81st St., New York. The 
new agency has been retained by 
Robson Corporation, manufacturer 
of Dollydale Scoop-Scale; Allatex 
Foam Rubber Products Company, 
manufacturer of Latex foam rub- 
ber items, and Mascagni Opera 
Guild. 


Names Charles Newton 


Charles Newton, copywriter of 
Duane Jones Company, has been 
named assistant to the president 
of the California Institute of Tech- 
nology, Pasadena, concentrating 
on public relations and general de- 
velopment. 


Not tomorrow, but now. Let 
BSN help you do it! 
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. THE INDIANAPOLIS STAR 


_ had the greatest daily circulation in Indiana during the third 
mel : quarter of 1947— 


= THE DAILY STAR 170,423* 
or of Ine Paper 166,636° 
e 3rd Paper 87,306" 


pau- *From Sept. 30, Six-Month A.B.C. Publisher's Statement. Latest available circulation figure. 


: THE INDIANAPOLIS STAR 


sion published 17,152,245* lines of daily advertising in 1947—3,802,597* 
The lines more than the previous year. Daily and Sunday during 1947, 
any, The Indianapolis Star published 25,984,400* lines of advertising. 


* Media Records 


The Kelly-Smith Company, National Representatives 
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ABC Promotes Stirton 
to General Manager 


James L. Stirton, formerly as- 
sistant to the vice-president in the 
Chicago offices of American Broad- 
casting Company, 
has been ap- 
pointed general 
manager of 
ABC’s central 
division. 

In ‘his new 
duties he will 
work with E. R. 
Borroff, vice- 
president in 
charge of the 
network’s Chi- 
cago. office, in 
supervising the 
over-all operations of the central 
division. 


J. L. Stirton 


When you 
need a 


BIRTH 
LIST 


Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

past fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 


Petrillo Ban Ends: 
FM Broadcasters 
See Bright Future 


Free Duplication 
on Nets Expected 
to Build Audience 


WASHINGTON—Radio trade asso- 
ciations here were confident last 
week that FM “will hit its stride,” 
now that AFM President James C. 
Petrillo has withdrawn the ban 
on simultaneous duplication of 
network programs. 

There seemed to be little fear 
that independent, unaffiliated FM 
stations would be snowed under 
by competition of standard sta- 
tions and standard network affil- 
iates, which are offering FM “free” 
as a bonus to their advertisers. 


J. N. (Bill) Bailey, executive 
director of the FM Association, 
said that the availability of net- 
work features on the FM band 
should stimulate sale of sets and 
build “audience traffic” which will 
eventually benefit all FM broad- 
casters. 


14 to 1 for FM 


Mr. Bailey said that a survey 
by his organization last summer 
showed members overwhelmingly 
in favor of the broadcast of net- 
work features on FM, with even 
the unaffiliated independents 14 to 
1 in the affirmative. 

Arthur Stringer, head of NAB’s 
FM department, said his expe- 
rience during a recent nationwide 
tour of FM station operations in- 
dicates that FM _ broadcasters— 
affiliated and independent—will 
get along fine. 

Although network stations and 
other standard broadcasters may 
“give away” their FM, he pointed 
out that independent FM broad- 
casters are often in a position to 
undercut their rates for a spe- 
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cialized audience. 

Meanwhile, taking advantage of 
the AFM action, the four major 
networks immediately wired their 
AM stations with FM outlets, so 
that they could begin duplication 
as of Feb. 1. All network stations 
were to provide the extra service 
to advertisers without extra 
charge. 

NBC’s owned and operated sta- 
tions in New York and Washing- 
ton began duplication at once, as 
did WCBS-FM, New York. Some 
53 of the network’s stations now 
have FM outlets; NBC is building 
FM stations in Chicago, Cleve- 
land, San Francisco and Denver, 
and 54 affiliates also are construct- 
ing stations. 


Lists Increase 


Of Columbia’s list of stations, 
45 now have FM stations operat- 
ing. There are 65 Mutual affiliates 
with FM transmitters on the air. 
Some 100 others have been granted 
or have filed for licenses. 

FM transmitters of ABC’s four 
owned and operated stations now 
are operating simultaneously with 
the AM transmitters—an average 
of 16 hours daily against a pre- 
vious schedule of about six hours 
daily. 

In his statement to the affil- 
iates, Mark Woods, ABC presi- 
dent, pointed out that the union 
agreed to permit duplication ‘on 
the strength of the network’s rep- 
resentation that the interlocking 
of FM and AM stations held by 
the same licensee in each market 
would produce maximum progress 
for FM, although no additional 
revenues would be involved inso- 
far as the network or its affiliates 
are concerned.” 

He asked that all network pro- 
grams be carried to give all ad- 
vertisers and sustaining programs 
equal treatment. In addition, Mr. 
Woods, in the forefront of the 
negotiations with the AFM, as- 
;sured his stations that the final 
|agreement will include provisions 
‘for duplication. 


Asks for Equal Treatment 


However, it was made clear in 
ithe joint announcement that 
James C. Petrillo, union president, 
will watch carefully to gauge the 
'effect of the move on the employ- 


ing duplication in a new contract. 
_He indicated a similar wait-and- 
see attitude when he lifted the 
ban on music on co-op shows re- 


ment of musicians before includ- | 
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cently. 

Networks and the union are 
scheduled to hold their next meet. 
ing here March 1. FM broadcast. 
ers and the AFM representatives 
also are expected to begin nego- 
tiations at about the same time. 


Charge Collusion 


Renewed charges of collusion 
between FCC and broadcasting in- 
terests seeking to monopolize tele. 
vision were voiced last week at 
a House interstate commerce com- 
mission hearing. 

Rep. Lemke (R., N. D.) and 
Edwin H. Armstrong, inventor of 
FM, both attacked the removal of 
FM from the 42-50 me. band to 
100 me. as detrimental to the 
growth of FM—and beneficial to 
video interests. 

It is “significant,” Rep. Lemke 
declared, that former FCC Chair- 
man Charles R. Denny became a 
vice-president of NBC as soon as 
he resigned his FCC post last year, 
since, according to Lemke, NBC 
was one of the companies seeking 
a monopoly of the 50 me. band 
for television. 

J. E. Brown, chief engineer of 
Zenith Radio Corporation, Chi- 
cago, asserted that FCC’s argu- 
ments in favor of the FM switch 
from 50 to 100 mc. had since been 
disproven, and that the change 
had seriously affected the radio 
manufacturing industry. Building 
satisfactory sets for the 100 mc. 
band, he said, involved greater 
expense. 


Scripps Promotes Riesz 


Harold Riesz, manager of the 
business promotion and research 
department of the Cincinnati Post, 
a Scripps-Howard newspaper, has 
been appointed director of busi- 
ness promotion and research in 
the general advertising depart- 
ment of Scripps-Howard News- 
papers, New York. He will suc- 
ceed Arthur J. McAnally, who re- 
signed to join Newsweek. Mr. 
Riesz will not assume his new 
duties until the necessary per- 
sonnel changes on the Cincinnati 
Post have been accomplished and 
are in operation. 


Combines Movie Books 


Effective with the May, 1948, is- 
sue, Movies will be combined with 
Movie Stars Parade, and Intimate 
Romances takes Movies’ place in 
the Ideal Women’s Group. The 
move was made to divide more 
evenly movie and romantic fiction 


circulation in the group. 


Just out 


24 pg. book 
tells how 
National 
Advertisers 


ACTION 


Read the exciting story of “big time” merchandising at 


point of sale and how you 


with Brand Identification Signs. 
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3500 NEON 
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Aladdin’s geni 
was a Sissy! 


LL America’s oil men have to do this year 
is produce more oil than they ever produced before. 


If this doesn’t startle you as much as it should, let 
us tell you that 1947 was the industry’s top year— 
that this year production will have to average 600,- 
000 barrels of crude a week higher than the industry 
has ever achieved before. 


We say the oil mer will deliver. 


We say they will bring back the crude . . . from 
faraway Bagdad and Basrah, from the llanos of 
Venezuela, from the new wells of fabulous Mike 
Benedum and the other wildcatters, from any other 
piece of geography they can tap and find a ready 
answer. America’s oil men are a resourceful breed. 


BUT CRUDE IS ONLY THE BEGINNING .. . 


It pours into the busy refineries . . . by tanker, by 
tank car, by pipeline. But that still doesn’t put gas 
in your car, or keep your living room a comfortable 
“seventy”. And at prices you prefer to pay. 


More crude, you see, is only one answer. More yield 
per gallon of crude is another. More heat per gal- 
lon of fuek oil . . . more power per gallon of gasoline 
are still others. 


Your friend, the power engineer, is working right 
alongside the petroleum wizard to help accomplish 
all three. He goes to work with his pumps right at 
the well, and his work doesn’t stop until your 
garageman has acknowledged your, “Fill ’er up!” 


In the oil fields the power man’s pumps start with 
mud... forcing water and dirt down the hollow 
stem of the drill where it picks up the cuttings and 
carries them back to the surface. In transportation, 
he’s busy again—‘Big Inch”, for instance, where 
he has almost a hundred big centrifugal pumps of 
1500 HP each at his command, to carry the crude 
1,254 miles from Longview, Texas to the refineries 
of Pennsylvania. 


MIRACLES . . . ON THE MINUTE 


The scene is a sprawling area of strange looking 
storage tanks and weird towers, webbed by miles of 
pipe of all sizes and shapes. Here oil men perform 
more magic than Aladdin ever dreamed of .. . via 
processes unwitnessed by human eye, untouched by 
human hand. 


The power engineer puts his precious pumps to 
work, riding the crude into the refinery feed lines. 
From here it moves into pipe stills, fractionating 
towers, thermal or catalytic crackers — depending 
what end product the oil man wants delivered. 


At the pipe stills the power engineer provides 700 
degrees of heat for cooking oil into vapor. He puts 
process steam into the fractionating towers, too. In 
the complicated “cracking” process, he’s in the act 
again. Here, the molecular structure of the oil or 
kerosene or naphtha is actually altered to different 
patterns under intense heat and pressure. Both are 


the power man’s products . . . as are any others in- 
volved in the generation, transmission and applica- 
tion of power in any form. 


OIL MAN’S PARTNER — THE POWER ENGINEER 


Yes, and the paper maker’s Man Friday, the food 
manufacturer's best friend, the coal miner’s good 
right arm. Working partner, in fact, of all industry 
and most business—the power engineer is the “old 
reliable” who responds when you flick a switch, 
touch a thermostat, or turn a tap. 


Courtesy Arabian American Oil Co. and Robert Yarnall Richie 


He has a lot of different labels (mechanical engi- 
neer, chief engineer, master mechanic, plant engineer, 
etc.) but only one purpose in life .. . to keep the 
wheels going ’round. By instinct and intelligence, 
he knows if he can put more horsepower at the com- 
mand of the American worker, he can put more 
good things in your life, and at lower prices. 


For every economic, political, engineering and social 
change in this country, or in this world, demands 
more power to implement the change ... and power 
is the product of the power engineer. 


in industry, utilities, institutions and service establishments 


McGRAW-HILL PUBLISHING COMPANY, 330 W. 42ND STREET, NEW YORK 18, N. Y. 
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Adds New Department 


Henry von Morpurgo & Co., San 
Francisco, has established a spe- 
cial centennial department to pro- 
vide entertainment and publicity 
facilities for groups participating 
in California’s Centennial. John F. 
Reginato, account executive, has 
been appointed head of the new 
department. 


‘Examiner’ Adds Two 

Daniel B. Scully, in the mer- 
chandising and sales control de- 
partment of the Los Angeles Ex- 
aminer, and Llewellyn B. Moses, 
formerly field manager of research 
of the Los Angeles bureau of the 
ANPA, have joined the display 
advertising sales staff of the Ex- 
aminer. 


Sesceebatdhency, asic | 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 


RUSS BLDG. GARFIELD BLDG. j 


FIC May Act to 
Curb Price Cuts 


on Tires, Tubes 


‘Big Four’ Told to 
Submit Figures on 


Quantity Discounts 


WaASHINGTON—FTC suggested 
Thursday that it may dust off a 
previously unused section of the 
Robinson-Patman Act in order to 
limit the maximum quantity dis- 
counts available to big distribu- 
tors of rubber tires and tubes. 

The initial venture into this 
fresh area of trade regulations was 
revealed in an official statement 
announcing that the “Big Four” 
tire and tube makers have been 
ordered to provide detailed in- 
formation on sales to large buy- 


ers in 1947. 

Last July the commission col- 
lected data on sales, prices, dis- 
counts and allowances from 49 
tire manufacturers. In announcing 
a fresh study of the “Big Four”’— 
controlling 80% of industry sales 
—FTC said it “has information” 
that these firms “grant price dif- 
ferentials” which come _ within 
Section 2 (a) of the Clayton Act, 
as amended by the Robinson-Pat- 
man Anti-Discrimination Act. 


Fixes Quantity Limits 


Never used in the 12 years it 
has been on the statute books, this 
section allows FTC, following in- 
vestigation and hearing, to “fix 
and establish quantity limits” as 
to particular commodities “where 
it finds that available purchasers 
in greater quantities are so few 
as to render differentials on ac- 
count thereof unjustly discrimina- 
tory or promotive of monopoly.” 

The commission gave the big 
four--U. S. Rubber, Firestone, 
Goodrich and Goodyear — until 
Feb. 24 to provide data on big 


purchasers. The firms were in- 
structed to give full particulars of 
each account totaling more than 
$100,000 in 194%, including price 
lists, discount sheets, contracts 
and other agreements involved. 

One reason why this section has 
never been used previously was 
clear from House appropriations 
committee hearings released last 
week. According to William Kel- 
ley, the commission’s general coun- 
sel, “Congress did not write very 
clear standards into that statute” 
and the commission “has never 
done anything about it.” 


Independents Hurt 


FTC moved in on the tire in- 
dustry at the prodding of the 
House small business committee, 
which says that independent tire 
dealers are being driven out of 
business because manufacturers 
are charging them higher prices 
than they are charging large 
buyers. 

Only a few days ago, small busi- 
ness committee Chairman Walter 
Ploeser (R., Mo.) complained in 
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a letter to the appropriation; 
committee that many of today, 
small business problems can be 
traced to inadequate anti-trust en. 
forcement over the past 50 year; 

He pointed to the fact that Fro 
had never used its powers to fi 
maximum quantity discoun ts, 
Through this power, Ploeser Said, 
FTC might eliminate “illegal ang 
unjustifiable price discounts t 
large buyers, which have resulteq 
in discriminations against hun. 
dreds of thousands of small busj. 
nesses.” 

The commission has vigorously 
enforced other Robinson-Patman 
Act sections requiring that quan. 
tity discounts reflect only actua) 
production and sales costs. 

Section 2 (a), however, per. 
mits the commission to set aq 
maximum quantity discount where 
buyers of larger units are so few 
as to result in monopolistic price 
advantages. 


Grocers Interested, Too 


In his appearance before the 
appropriations committee Mr. 
Kelley reported that independent 
grocers have been looking over 
Section 2 (a) also. He said that 
the Retail Grocers Association, 
“representing 500,000 small busi- 
ness men” would like maximum 
quantity discount limits fixed in 
the food industry. 

Fresh action in the tire industry 
came as the House voted a record 
amount for FTC’s anti-monopoly 
work in the coming fiscal year. A 
Presidential request for $1,400,000 
for anti-monopoly work came un- 
touched through the appropria- 
tions committee. Plans for an 
$125,000 investigation of admin- 
istered prices were cut short by 
the appropriations committee, 
however. 

As FTC saw it, the increased 
work and the gdministered price 
studies were part of a “two prong” 
attack on high prices. 

The $1,400,000 for anti-monop- 
oly work is to “break up the 
monopolies.” FTC Chairman Rob- 
ert Freer estimated that “price 
practices are bad” in about 200 
industries. 

The “administered price” inves- 
tigation, vetoed by the appropria- 
tions committee, was intended “to 
turn the spotlight of publicity on 
particular instances where prices 
are out of reason.” 


Like Earlier Probe 


According to FTC Economist 
John Blair, it was patterned after 
a similar venture carried out by 
the commission after World War 
I. Under it, FTC proposed to pub- 
lish reports on specific industries 
or commodities indicating cost, 
price and profit ratios. 

Mr. Blair said: “There already 
exists such a high degree of con- 
centration in numerous industries 
that one or a few firms can fre- 
quently determine what prices are 
going to be without indulging in 
collusion or conspiracy or any 
other formal violation of the anti- 
trust laws. 

“It is our belief that the pub- 
lication and publicity of the find- 
ings of fact about prices, costs and 
earnings in these industries is one 
of the most persuasive instru- 
ments that the government has at 
its command to meet the present 
price problem, short of some type 
of formal controls.” 
Appropriations subcommittee 
Chairman Richard Wigglesworth 
(R., Mass.) in vetoing the studies, 
termed them “fishing expedi- 
tions.” 


Farnsworth Opens Branch 


Farnsworth Television & Radix 
Corporation, Fort Wayne, ha: 
opened an office at 108 W. 57th 
St., New York, for the distribution 
of Farnsworth television receiv- 
ers, radio-phonographs and radios 
in the New York-northern New 
Jersey area. W. R. McAllister, 
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Never Underestimate the Power 


of a Woman! 


/ 


Nor the Power of the Magazine Women Believe In. Women’s striking preference 


for Ladies’ Home Journal is a dramatic measure of the more intimate, more influential! 


role the Journal plays in their lives. It measures women’s greater interest 


in a magazine edited specifically for them. That’s why, if your product is 


of primary interest to women, you can tell more women, more effectively, in Ladies’ Home JOURNAL 


Bought by nearly a MILLION MORE women than any other magazine® 


*Monthly OR weekly, with audited circulation. 
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S S Rubber Cement Co. 
Again taking orders for pre-war 
quality 
Artists’ Rubber Cement 
ARTEX BRAND 
Gallon — $3.50 Quart — $1.25 
314 N, Michigan Avo. $373 chicage |, Il 


Sparton Names Sterritt 


F. T. Sterritt has been ap- 
pointed advertising and sales pro- 
motion manager of Sparks-With- 
ington Company, Jackson, Mich., 
manufacturer of Sparton radios. 
He was formerly district mer- 
chandiser for Sparton in Chicago 
and northern Illinois. 
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Ad Council Gives 
Record Support 


fo Racial Drive 


To Use All Media 
Until Problem Ends, 


Bristol Announces 


New York — The Advertising 
Council launched its largest and 
most important campaign last 
week when it sent to 75,000 per- 
sons in newspapers and organiza- 
tions the first proofsheets of the 
opening set of ads in the fight 
against racial and religious intol- 
erance. This United America pro- 
gram will be carried on as long as 
the problem exists, the council 
pointed out. 

“Every means of advertising 
which could possibly be useful will 


be mobilized in this fight against 
prejudice,” Lee H. Bristol, vice- 
president of Bristol- Myers, New 
York, and coordinator of the cam- 
paign, said at a council press con- 
ference last week. 

“Some of the best brains in the 
advertising profession have do- 
nated their time and talent to the 
design of striking posters and elo- 
quent statements of the American 
creed. Through business facilities 
we will use advertising in news- 
papers, magazines, over the air, in 
outdoor display panels and subway 
car cards,” he told the press. “It is 
obvious that many advertisers and 
newspapers will use our opening 
series merely for inspiration, and 
will go ahead and write their own 
advertisements on these themes,” 
he said. 


Backs Brotherhood Week 


The council is sending out be- 
tween 75,000 and 100,000 proof- 
sheets of every ad prepared dur- 
ing the campaign, to newspaper 
editors, publishers, advertising 
managers and to local organiza- 


This cow would moo with merited bovine pride were her lactic 


loo! 


(2 ee 


production record as impressive as the job done by our Circula- 


tion Department. Hitching the persuasive power of editorial 


creativeness to good distribution facilities we have come up as 


NO. 1 NEWSPAPER in weekday circulation among Detroit news- 


papers without artificial “pump priming” promotion of any kind. 


This means more families— more homes— more buyers ... ALL 


READING A NEWSPAPER THEY HAVE ASKED FOR. 


‘NO. 1 NEWSPAPER 
INTHE NO. 4 TOWN: 


LARGER WEEKDAY CIRCULATION THAN 


ANY OTHER DETROIT NEWSPAPER 


(425,024 


_ WEEKDAYS ~ 


461,452 


no ae SUNDAYS aS 


- Average Net Paid Circulation For 6 Months Ending Sept. 30, 1947, 


Advertising Age, February 9, i, 


tions and committees. This py 
gram also will be tied in wi, 
Brotherhood Week, which wy 
take place at the end of Februar, 

The campaign theme is g 
pressed in these words in some , 
the ads: 

1. Accept—or reject—people ,, 
their individual worth. 

2. Don’t listen to, or sprea; 
rumors against a race or a rp 
ligion. 

3. Speak up, wherever we ap 
at home, in business, in our schog| 
labor, church, or social group; 
against prejudice, for understanj 
ing. 

Policy, theme and actual wor, 
ing of the campaign slogans wer 
handled in cooperation with leag. 
ing organizations working in th, 
inter-racial field and have been ap. 
proved by educators, psychologist: 
and representative leaders of o,. 
ganizations working on perfecting 
America’s democracy. 


Agencies Volunteer 


Copy was prepared by the fol. 
lowing volunteer agencies: Frank. 
lin Bruck Advertising, Cecil 4 
Presbrey, H. W. Fairfax Adver. 
tising, Grey Advertising, Joseph 
Katz Company, Kelly, Nason, Inc, 
Kenyon & Eckhardt, McCann. 
Erickson, Peck Advertising, J. D. 
Tarcher & Co. and J. Walte 
Thompson Company. Edward 
Royal is the council’s account ex- 
ecutive on the campaign. 

The United America program 
was launched on the council’s net- 
work radio allocation plan during 
1947. The estimated radio circu- 
lation gained for the drive totaled 
811,120,000 listener-impressions as 
of Dec. 1, 1947. A listener-impres- 
sion is one message heard once by 
one listener. The figures are based 
on Hooperatings. 

During last year the council 
scheduled these messages on net- 
work programs that had a com- 
bined total of approximately 1,600 
Hooper points. Broken down, the 


‘council points out that the circu- 


lation given the United America 
campaign through council radio fa- 
cilities during 1947 amounted to 
more than 55 times the radio cov- 
erage enjoyed by the Dec. 16 Fib- 
ber McGee & Molly program, the 
highest rated network show for 
that week, and regularly one of 
radio’s most popular shows. 


Pacific Mills Starts 
Expanded Campaign 

Pacific Mills, New York, will 
place advertising in 64 news- 
papers of 33 cities for its worsted 
division during the week of March 
14 advising the public to “Look 
to the Fabric First” and look for 
the Pacific label in buying wool 
garments. This is the third series 
of newspaper advertisements 
stressing the importance of the 
fabric in the purchase of clothes 
run by the company in the past 
year. 

This season’s newspaper drive 
is its most intensive, according to 
Pacific Mills. Previous schedules 
have been confined to one news- 
paper in each city with a limit of 
28 cities represented. Williams & 
Saylor, New York, is the agency. 


Commerce Group Elects 


The Chicago Association of 
Commerce & Industry has re 
elected Wilfred Sykes, presiden! 
of Inland Steel Company, 4 
president. Other officers elected 
are Harvey G. Ellerd, vice-pres!- 
dent of Armour & Co., vice-presi- 
dent for revenue; Oscar G. Mayer, 
president of Oscar Mayer & Co. 
vice-president for civic affairs; 
Thomas B. Freeman, chairman of 
the board of Butler Brothers, vice- 
president for transportation, and 
W. G. F. Price, vice-president of 
American National Bank & Trust 
Company, general treasurer. 


Maxwell-to ‘Varsity’ _ 

Murray Maxwell, former associ- 
ate fashion editor of Apparel Ar‘s 
and a member of Esquire’s fash- 
ion staff, New York, has been ap- 
pointed director of fashion adver- 


tising of Varsity. 
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How Far Can Free-Lancing Go? | 


"Must have made a mistake in the wiring somewhere!" 


We have in front of us a certi-| 
fied copy of a letter from a one- | 
man New York agency to an in- 
dustrial corporation executive, 
seeking this corporation’s adver- 
tising account. The amazing thing 
about this letter is the assertion 
that this small agency’s copywrit- 
ing is “handled by one of the head 
copywriters at (a very 
well known agency), and our art 
by one of the art directors of 

(a different, but equally | 
well known agency).” 

And we know of one quite 
prominent creative man, holding 
down a top-flight job with a major 
agency, who has been master- 
minding the advertising of a siz-| 
able account not handled by his | 
agency, and who recently ws 


completed an agreement whereby 
he would be a “silent partner” in 
a brand new agency which was to 
take over the account in question. 
Advertising men are creative! 
men, and a good many of them 
have outside interests because 
they can’t keep their gray cells 
from working overtime. Many of 
them take a hand in a friend’s or 
relative’s business, or contribute 
to the marketing and advertising 
strategy of organizations outside 
their normal working hours. No} 
sensible person has any objection | 
to this sort of thing, as long as the} 
loyalty of the individual to his 
basic job cannot be questioned. 
But it seems to us that there is | 


Let's Have More of These | 


The Federal Trade Commission 
has reaffirmed its stand on the use 
of the word “free,” and has made 
it clear that as far as the FTC ma- 
jority is concerned, “free’’ means 
something with absolutely no 
strings attached. 

We believe that the FTC’s in- 
terpretation is too literal and too 
narrow to make sense, and should 
be broadened. Indeed, we doubt 
whether the strictly literal in- 
terpretation which the FTC major- 
ity is advocating would ever be 
upheld in the courts. 

But right at the moment we are 
more interested in the manner in 
which FTC made its stand clear, 
than we are in the justice of that 
stand. FTC’s decision on “free” 
was revealed through what Ap-| 
VERTISING AGE’s Washington editor | 
called “the rarely used medium of | 
an administrative interpretation.” | 
That means that FTC took a pub- 


the usual routine of issuing a com- | 


The fcllowing documents may hg 
secured without charge from com. 
panies sponsoring them or throug) 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agenc 
executive writing on his busines 
letterhead. Address ADVERTIsIny 
AcE, 100 E. Ohio St., Chicago 1) 


No. 2991. Report No. 4, Continy. 
ing Survey of Preferences jy 
Industrial Literature. 

Edward Stern & Co.’s market re. 
search department has issued this 
fourth annual report on results 
of its continuing study of execu. 
tive preferences in industrial lit. 
erature. Catalogs, wall calendars 
external house magazines and self. 
mailers are discussed in relation 
to size, format, illustrations, color, 

etc. , 


—Radio-Craft 
No. 2992. Whaley Taxiposter Ad- 
vertising. 


such a thing as carrying this type | 
of activity too far. From our own | 
naive point of view, we would say | 
that writing copy or handling art) 
direction for one agency, while! 
holding down a job for another | 
agency, is definitely carrying! 
things too far, unless very special 
circumstances apply and the full 


It's an Outdoor Story 

The outdoor advertising indus- 
\try, which has grown accustomed 
3 ‘to a kicking around at the hands 
details of the arrangement are | of newspapers and others, is still 
known to the major employer.| setting a chuckle out of an article 
And certainly holding down a job | in the White Plains, N. Y., Herald 
in one agency and secretly help-| of Westchester, in which that pub- 
ing to organize another—even lication took the Reader’s Digest 
though the two are not competi-|to task for crusading editorially 
tive in a normal sense—seems to | about the evils of outdoor adver- 
us to be shooting a little wide of | tising and at the same time mak- 
the mark of normal honesty. | ae Bee of the medium itself. 


‘i | Referring to the Digest’s use of 
We hag always thought that ad=| on article by State Senator Des- 
vertising men were just about as 


I apes mond in the American Mercury, 
honest and as conscientious as any) 


\lambasting outdoor as a blot on 
other group of men. Yet there the landscape, the Herald pointed 
seems to be more free-lancing go- 


out that two years ago the Digest 
ing on in this field than in most bought “50% of General Outdoor 
others. 


writer or an art director, for ex-|Prominent boards in the county” 
: ito help recruit extra help to 

ample—immune from the conven- | Ps 

> handle the seasonal subscription 
tional code of loyalty to the or-| 

ge ; . | peak. 

ganization which provides him 
with a regular paycheck, or are! Die Laughin’? 
we merely over-concerned? 

ADVERTISING AGE would be inter- | 
ested in readers’ opinions on this | 
subject. Since it is a “delicate” 
one, we shall even be glad to pro- 
vide anonymity for anyone who 
cares to discuss it, provided that 
names are disclosed to us in con- 
fidence so we can judge the au- 
thority behind statements made. 


us this one: 


ADVERTISEMENT 


EXTRA! ~ 


MRS. PARADINE 
GOES ON TRIAL 
FOR HER LIFE 

TOMORROW 


plaint against a particular indi-| 
vidual or organization. Instead, it. 
released a general interpretation | 
for the public’s and _ business’ | 
guidance. 

We have long felt that this pro- 
cedure should be followed more 
frequently by the Federal Trade | 


Commission, as well as _ other) 
quasi-judicial government agen-| FE PARADINE CASE 
cies. } 


Fearful of being tarred with a 
desire to exercise censorship, the | 
FTC has almost always refused to Money Talks 
tell anyone whether what he was) One of the things we find about 
doing was “legal” from their | people with money is that they are 
standpoint or not. All he could/not infrequently coupled with 
do was to go ahead, not knowing | alertness and a sense of humor. 
for sure whether his action would; Take that ad in The New 
bring a cease and desist order or Yorker for Merrill Lynch, Pierce, 
not. |Fenner & Beane. 


“Administrative interpretations,” | 1* begins by oot ae oe 
covering matters of wide general | hers ine ag bere. aan rib 
interest, can be extremely helpful y 


‘ ‘ : the Post, and perhaps even an 
in setting guideposts for every one. | article “titled, somewhat indeli- 


See amusement pages 


technique more often. Wall St.,’” which is all about the 


Is a creative man—a/Advertising Company’s most| 


| An anonymous contributor sent! 


saying that the) Art... 


| This four-color booklet, issued 
iby Wm. W. Whaley Company, il- 

lustrates the use of Whaley Taxi- 
|posters, describes the company’s 
| service and tells where it is avail- 


| able. 
sometimes also de-| 


scribed as “all this and Fenner,| No. 2993. The Bright Spot. 
too.” The metropolitan Oakland mar- 
It’s light copy, completely sens-|ket is covered in detail in thi: 
ible, and it takes advantage of a brochure, issued by the Oakland 
jnews break with advertising,| Tribune. Replete with illustra- 
something many companies in less | tions, tables and graphs, the stud) 
| strait-jacketed fields somehow fail} jncludes data on population, in- 
| to do. dustry, income, sales and many 
. other factors, and a circulation 


Jottings analysis of the newspaper. 
| Proof of the erratic course of! 


\ingenuity is the announcement of| No. 2994. 15th Survey of Beauty 
Chicago Wheel & Mfg. Company | 


. | Dell Publishing Company’s 15th 
that it has developed a Handee|peayty survey shows brand pref- 
|electric eraser. . . 


~ erences on 52 different classifica- 
The Seattle Advertising Club |tions of cosmetic products, based 


‘has donated $100 to the city li-| on a sample of the 5,600,000 young 
brary for purchase of books and| women readers of the Dell Mod- 
magazines on advertising... = /ern Group. Market percentage: 

Display advertising by chiro- held yearly since 1936 by leading 
|practors has been condemned by|prands are shown, as well as the 
the state board of the Wisconsin | over-all use of each type of prod- 
Chiropractic Association. Oh, my | uct. 
achin’... 

Of the Hotel New Yorker’s 1,800 No. 2995. Preference for U. S. 
employes, 660 have been there. British & Canadian Publica- 
more than five years, 65 since it) tions Among 1,432 Leading 
opened on Jan. 2, 1930... Business Men in Latin Amer- 
| General Motors is supposed to| ica. 
have told all its dealers to get American Exporter has avail- 
electrical equipment and other|able copies of this survey made 
miscellany out of the display win-| by Dun & Bradstreet for Time In- 
dows, and the space will now be | ternational. Questionnaires for the 
occupied by cars. . . \study were sent to 6,000 firms 
_ WCCO, Minneapolis, is seriously | selected from D&B’s “Latin Amer- 
|concerned about 4% of the popu~-| ican Sales Index” with -a list of 
lation which couldn’t identify | publications from the U. S., Britain 
|Cedric Adams, WCCO newscaster | and Canada to be checked to show 
and Minneapolis Star columnist,! which were received, read regu- 
jin a recent Minnesota poll. . . larly or preferred. 

The Portland Oregon Journal | 
has ordered its second helicopter | No. 2934. Our Country — the 
from Bell Aircraft Corp. The United States of America. 
Journal was the first newspaper| The Philadelphia Inquirer has 
ito use one, and lost it in a crash|issued a revised edition of this 
'in December in which Sam Jack- | booklet, which has been distrib- 
|son, associate publisher of the | uted widely in the past few years. 
‘paper, and Ambrose Cronin, son- It contains a guide to historic sites 
‘in-law of one of the directors of|in Philadelphia, and reproduces 
‘the Portland Oregonian, were | the words of famous U. S. docu- 
|killed. . . i'ments, codes, pledges and other 
| Some feminine commercial art-| patriotic reminders. 
ists found themselves at a table| 
without men at a luncheon of the| No. 2935. KMA Market Study. 
Dallas Advertising League,| Station KMA, Shenandoah, Ia. 
|promptly created the No-Beaux|has issued this coverage and mar- 
Arts Club, and now boast 39 mem-|ket study, which contains a BMB 
bers. .. |coverage map, area-wide tele- 
| Gummed Products Company, | phone coincidental surveys and an 
Troy, O., is producing Metropoli- | analysis of three consecutive years 
tan Miniatures, stamp-sized rep-|of audience mail. 
\licas of masterpieces from New | 
| York’s Metropolitan Museum of | No. 2966. Test Town U. S. A. 


Current market data for South 
And at Geare-Marston, in Phila-| Bend, Ind., is offered in this new 


| company, 


ae. 


delphia, a startled adman who was | booklet, issued by the South Bend | 
offering to show a tyro through Tribune, along with a discussion | 


the shop, heard her say: 


reading ‘The Hucksters’.” . . offers. 


: ; “Oh, I’'d|of South Bend as a test market 
lic stand without going through; We hope the FTC will use the! cately, ‘The Thundering Herd of love it! You see, I just finished | and an outline of what the paper 
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a OUT-OF-DATE “FIGURES!” 


Ed this 
results 
execu. 
ial lit. 
endars 


hu You need today’s facts 
a we and figures on Philadelphia .. . 


or Ad. 


mn a \ex | America’s 3rd Market 


ny, il- 

Taxi- 

aval fio % | alive 4 In today’s high-powered merchandising 
Ui ff ve. world you will fall far behind without the 

| mar- — 1 /y, = <Cma latest marketing data. In Philadelphia, today’s 

lan L ee y bi  “ Z ~.— statistics prove THE INQUIRER first in 

‘stud Ss x, ROS mae: So = : advertising, and out front in productivity. 
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st of NIN ce a national advertising in Philadelphia; today 
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Che Philadelphia Pnguirer 


CIRCULATION: DAILY...OVER 700,000 @ SUNDAY...OVER 1,000,000 


sion } Exclusive Advertising Representatives ih 
wer T, W. LORD, Empire State Building, N. Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 
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“That Fellow Sott” 


Creates the Unusual in 
Advertising that's salably 
sound! 


Special or assign- 
ments from sers and 
agencies. 


Leo P. Bott, Jr. 
64 E. Jackson SL CHICAGO 


Vi-Tone Names Hayhurst 


Vi-Tone Products Ltd., Hamil- 
ton, Ont., manufacturer of Vi-Tone 
food beverage and Egg-O double 
action baking powder, has named 
F. H. Hayhurst Company, Toronto, 
to handle its advertising, effective 


March 1. 
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& Cosmetic 


INDUSTRY - 


‘Covers a rich- and 


forward looking ‘industry 


Also Babige bers af Beauty Fashion 


Overseas Program May Win 
$40,000,000 Budget—Plus 
WASHINGTON—With the passage 
of legislation formally authorizing 
an overseas information program, 
State Department now anticipates 
congressional support for a special 
budget, which may run spending 
from this year’s $12,000,000 to 
a figure over $40,000,000. 
, Stubborn provincialism of stra- 
tegically situated Senate members 
muzzled Under Secretary William 
Benton’s information organization 
at the peak of the “cold war.” This 
provincialism was beaten follow- 
ing a European visit last summer 
by a Senate-House committee 
under Sen. Alexander Smith (R., 


By STANLEY E. COHEN, Washington Editor 


N. J.) and Rep. Karl Mundt (R., 
as) 

The Smith-Mundt committee ac- 
knowledges that Mr. Bentoh was 
doing miracles with a shoe-string 
budget. It says an expanded in- 
formation service ought to work 
its way onto more local European 
radio stations and it ought to ex- 
amine other media—ads for its 
publications in European news- 
papers; newsprint shipments at 
reasonable prices to _ friendly 
papers; distribution of an official 
U. S. magazine patterned after our 
Russian-language “Amerika.” 

But Congress also wants State 
Department to make better use of 
the mass media privately produced 
in this country. It suggests fast 


New Selling Force 


STIMULATED.” | 


SAWYER-FERGUSON-WALKER CO., 
NATIONAL REPRESENTATIVES 


in New Orleans 


SAYS CHARLES F. LABICHE, 
PRESIDENT AND GENERAL MANAGER, LABICHE’S, INC. 


"T like the [TEM because . . 


IT IS HELPING TO MAKE NEW ORLEANS A BETTER 
PLACE TO LIVE. USING THE ITEM, | FEEL MY ADVER- 
TISEMENTS WILL GET MORE ATTENTION ON INTER- 
EST IN THE HOME WHERE MOST PURCHASES ARE 


LABICHE’S HAS GROWN 
RAPIDLY. TODAY THIS 
FINE STORE CARRIES 
MEN'S, WOMEN’S AND 
CHILDREN’S CLOTHING 
AND SHOES. A THOROUGH. 
LY MODERN APPLIANCE 
DEPARTMENT WAS 
CENTLY ADDED 


RE 
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shipment of representative VU. 5 
newspapers and magazines to jp. 
fluential Europeans; a campaign t, 
collect used publications here for 
use of our libraries abroad, } 
also calls for increased “exports 
of commercial and docume tary 
films. ; 
oo oo * 

Petroleum shortages Have gq 
Interior Department a’ hat gy; 
center. Secretary J. A. Kr og j 
booming a $9 billion synthe i tuel 
industry which may be the hj gex 
industrial development in fhe f § 
economy for the next decadg, He's 
also pushing a vast five-yea; 
hydro-electric program to hanes; 
power-producing capacity of west. 
ern streams in the next five years 
Former WPB-ite Krug is warning 
that “the U. S. must abandon pre. 
war levels of production and pre. 
pare to meet demands created by 
population expansion which may 
reach 165,000,000 people by 1990.” 

a * of 


National Association of Maga- 
zine Publishers hopes to block 
H. R. 2657, a bill by Rep. John 
W. Gwynne (R., Ia.) requiring 
laymen who appear before federa! 
administrative agencies to abide 
by “professional” standards, in- 
cluding limitations on solicitation 
and advertising of their services. 
Magazine publishers. say their 
magazine advertising copy service 
committee diligently protects the 
public from false, misleading or 
objectionable copy. Their brief to 
the House judiciary committee 
argues that the right of non- 
lawyers to advertise their services 
to the public, and of the public 
to learn of the availability of these 
services, is as sacred as any other 
privilege of a free press. 

* * * 


Frequency modulation broad- 
casters ought to do a sales job on 
Rep. John Phillips (R., Cal.). 

Behind closed doors, the House 
appropriations committee was 
chewing over the alleged injus- 
tices of FCC’s FM grants for New 
York City. Acting Chairman 
Rosel Hyde was explaining that 
WMCA, the ABC network and 
others with AM outlets needed 
FM permits because “FM is a new 
type of broadcasting.” It was then 
that Rep. Phillips broke in with 
“And much over-rated.” <A _ sec- 
ond Republican, Rep. Frederic R. 
Coudert (N. Y.), was incensed 
that FCC hesitated to give an FM 
permit to the New York Daily 


News. “It seems to me to be an 
extraordinary spectacle,” Rep. 
Coudert said, “that Mr. Noble, 


who at present has an ABC outlet, 
should be one of those who re- 
ceived an additional outlet and 
that Nathan Straus, who has 
WMCA, was given a second sta- 
tion by the commission, and yet 
the Daily News, which has 3,000, 
000 daily readers, is denied access 
to the air.” The News’ denial is 
now being reconsidered by FCC. 
% 6 us 


Footnote to the construction in- 
dustry: One reason for gray mar- 
kets, according to studies of the 
joint congressional housing com- 
mittee, is the archaic distribution 
quotas used by materials manu- 
facturers. An exhaustive study of 
the geographic distribution of con- 
struction from 1939 to 1947 is now 
available from Commerce Depart- 
ment’s construction division, as 4 
supplement to the January indus- 
try report on construction and con- 
struction materials. It shows shifts 
in activity to the South and Wes‘, 
and away from certain northeast- 
ern regions. Its marketing impli- 
|cations — employment, population 
and similar data—ought to interes! 
|distributors of non - construction 
items as well. 


| Shepherd Joins W CCO 


W. S. Shepherd, formerly radi 
|director of McCann-Erickson 
Minneapolis, has been appointed 
| assistant program manager of Sta- 
_tion WCCO, Minneapolis-St. Paul. 
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The Hearst Newspapers call upon 


all churches to 


Unite in 


Brotherhood 


FROM AN EDITORIAL WRITTEN BY 


William Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS FEBRUARY 27, 1938 


“In union of the churches of God against 
atheism and paganism there is strength to 
succeed. 


“In division there is almost certain defeat. 


“Tt is not enough for the churches to wish 
and to say and to believe that moral and 
religious sentiment will triumph in the end. 


“Tt is the pre-eminent duty of the churches 
to take the necessary measures to make sure 
that righteousness shall triumph and religion 
shall survive. 


“There is a certain day in San Francisco 
when representatives of various religions, 
Jews, Catholics and Protestants, get together 
and speak and plan in harmonious co-opera- 
tion for the advancement of all religion. 


“That day is called Brotherhood Day. 


“Every day should be brotherhood day 
among the free churches of America. 


“But to promote the happy condition of 
universal brotherhood of all anti-pagan reli- 
gions let us begin by having throughout the 
nation a series of brotherhood days like the 
one observed in San Francisco. 

“There is a greater work to be done in the 
world in behalf of righteousness and religion, 
justice and tolerance, than any one church 
can accomplish. Cannot all the churches 
unite in brotherhood to make its accomplish- 
ment absolutely sure?” 


The last week in February has been proclaimed Brotherhood Week 
all across the nation. The Hearst Newspapers are proud of the part 
they have played in helping to make this expression of tolerance and 
unity and mutual respect an American Institution. 

They will continue to work for brotherhood among all religions and 
sects and creeds. For, brotherhood is our surest defense against the 
forces of godlessness riding roughshod in other parts of the world. 
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MORE PAGES— 


During 1947 The Saturday Evening Post carried 4448 pages 


of advertising. This is 571 pages more than Life, and 


1905 pages more than Collier’s. 


Post...4448 pages e Life...3877 pages e Collier's... 2543 pages 


GREATER GAIN 


Advertising in The Saturday Evening Post for 1947, as com- 
pared to the year 1946, shows an increase of 423 pages—a 


greater gain than that of the next two weeklies combined. 


Figures from report by LEADING NATIONAL ADVERTISERS 
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The reason for this leadership is clear— Post advertising 
is the most effective and productive advertising you can buy. 
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91% of ‘Educated’ 
Women Are Found 


fo Read Magazines 


Roper Analysis of 26 
Books Shows Brides 
Want ‘How’ Stuff 


New Yorx—Good Housekeeping 
has released “Young Women and 
Magazines,” a survey by Elmo 
Roper of 10,274 young women— 
believed to be a fairly representa- 
tive sample of all the 23,250,000 
women in the country between 
the ages of 16 and 35. 

J. R. Buckley, vice-president 
and business manager of Good 
Housekeeping, described the 58- 
page report as “the most compre- 

‘ hensive and complete data ever 
developed on magazine readership 
and evaluation.” 

Included is information on 26 
general and women’s magazines, 
all of which have a circulation of 
more than 1,000,000, except Par- 
ents’ Magazine, Mademoiselle and 
Seventeen. Reader’s Digest, which 
does not carry advertising in its 
domestic edition, also was covered. 

Some of the findings: 

60.2% of these women read one 
or more magazines regularly— 
rarely missing an issue. 


14% Read None at All 


Magazine readership generally 
expands with education and 
higher economic brackets: Where- 
as 14%, mainly in the lower eco- 
nomic and less educated groups, 
read no magazines at all, 96.9% of 
women who have all or some col- 
lege education read magazines. 

‘ Matrimony increases readership 
of women’s service and shelter 
magazines. Roper estimates mar- 
riages from 1940 to 1950 at 18,- 
754,186 and total births in this 
period at 30,587,938. 

Unmarried young women were 
found to rank Reader’s Digest, 
11.4%, as “most interesting,” fol- 
lowed by Life, Ladies’ Home Jour- 
nal and Good Housekeeping. The 

. Digest also led among married 

’ women, but then came Good 
Housekeeping, Life and Ladies’ 
Home Journal. 

Both married and unmarried 
women spent most time with 
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Reader’s Digest, but both Good 
Housekeeping and Ladies’ Home 
Journal got more of the ‘time of 
both groups than did Life. These 
two women’s service books led 
both the Digest and Life among 
both groups as the “most useful.” 
Better Homes & Gardens was 
third in “usefulness” among young 
married women, followed by the 
Digest, Woman’s Home Com- 
panion, McCall’s, Parents’, Time 
and Life. 

Life and then Good Housekeep- 
ing led among both the unmarried 
and married women in magazines 
“read within the past three 
months.” (The interviews were 
made last June.) 

The older the women (up to 35 
years) the more they read Read- 
er’s Digest, Good Housekeeping 
and McCall’s. Life was strongest 
among the 16-to-19-year olds. The 
Journal’s and Companion’s peak 
readership was between 25 and 29 
years. The news and “service” 
magazines had highest readership 
among the top 20% of the eco- 
nomic scale, the “confessions” and 


movie magazines highest reader- 
ship among the bottom 20%. The 
same trends obtained in educa- 
tional levels. 

Readership of the 26 maga- 
zines also was tabulated by age, 
parental status, maternity status, 
“expectations of getting new house 
furnishings,” living arrangements, 
and by “plans to move.” 


Drops Continuing Study 


Elmo Roper pointed out that 
only nine of the 26 magazines 
were subject to a verification test. 
“While every effort was made to 
insure a representative selection 
of respondents,” he explained, 
“complete data were not available 
to check the degree of repre- 
sentation. Consequently, no 
hard and fast projections of the 
data should be made.” 

Mr. Buckley told a group of ad- 
vertising business paper editors 
that Good Housekeeping has 
dropped its continuing study of 
audiences: He expects that such 
a study, for all magazines, will be 
taken over by the Advertising Re- 
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search Foundation. The “Young 
Women and Magazines” study 
probably will be made every two 
years. 


Four A’s Names Edsall 


Richard L. Edsall, vice-presi- 
dent in charge of research of 
James Thomas Chirurg Company, 
Boston and New York, has been 
appointed to the national com- 
mittee on research of the Ameri- 
can Association of Advertising 
Agencies, effective April 1. 


Becomes Esso Standard 


The name of the Standard Oil 
Company of New Jersey has been 
changed to Esso Standard Oil 
Company. The change was made 
to give formal recognition to the 
close association between the cor- 
porate name of the company and 
its Esso trademark. 


Gibbons Promotes Cook 


Clement W. Cook, plans direc- 
tor, has been appointed manager 
of the Montreal office of J. J. Gib- 
bons Ltd. 


Government Seen 
by Women as Maiy, 
Anti-Slump Force 


New YorK—‘“If we were head. 
ing for a depression . . . the goy. 
ernment would probably have t 
step in,” replied 54.3% of womey 
interviewed by the Elmo Rope; 
organization in a series of supple. 
mentary questions to its survey fo; 
Good Housekeeping on “Young 
Women and Magazines.” 

Twenty-two per cent believe, 
that “business leaders would prob. 
ably stop it;” 18.9% did not know: 
4.1% said “neither,” and .7% did 
not answer. 

Two-fifths of the women 
(41.2%) thought that “most men 
in top management positions try 
to improve working conditions 
whenever they can”—a slightly 
larger number than the 37.4% 
who believed that executives 
“wait until unions force them” to 
do so. Some 20.4% said “don’t 
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What a market editorial 
screening gives you for 
skates and sleds and build- 
ing blocks, soap for behind 
ears, brushes for grimy 
fingernails, books and radios 
and desks and records and 


everything else that chil- 
dren — and their parents 
— in higher-income families 
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take for granted. 
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know” and 1% gave no answer. 

There was sharp disagreement 
on the effects of the growing 
power of unions, with 36.9% say- 
ing that “unions can continue to 
be a force for good with a few 
changes in our laws;” 31.1%, 
“unions should be held in check 
and made less powerful;” 10.5%, 
“ynions can correct what few 
things are wrong by themselves,” 
and 7.5%, “unions are a threat to 
our American way of life.” Only 
13.2% said they “don’t know” and 
8% gave no answer. 


Names Maxwell Agency 

W. J» Maxwell Associates, 
Providence, R. I., has been re- 
tained by Palmer Spring Com- 
pany, Providence, manufacturer of 
automotive springs, to handle its 
advertising. 


Rude to Mark Hopkins 


J. Arthur Rude, formerly with 
Warner Bros. Studios, has joined 
the advertising and promotion 
staff of Hotel Mark Hopkins, San 
Francisco, 
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‘| ARF Names Committee 


for Management Study 


The Advertising Research 
Foundation, New York, has ap- 
pointed an administrative com- 
mittee for the proposed continu- 
ing study of executive manage- 
ment publications. Allan Brown, 
vice-president of Bakelite Cor- 
poration, and a foundation direc- 
tor, is committee chairman. Other 
members include Adelrick Ben- 
ziger Jr., New York Journal of 
Commerce; F. B. Duncan, Fuller 
& Smith & Ross; Emerson A. El- 
liott, Campbell-Ewald Company; 
Adolph Fensholt, the Fensholt 
Company; F. G. Jewett, American 
Can Company; Theodore Marvin, 
Hercules Powder Company; Ar- 
thur Stein, Newsweek, and Victor 
Whitlock, Nation’s Business. 

The publications which com- 
prise the executive management 
publications research group are: 
Barron’s; Business Week; Dun’s 
Review; Forbes; Journal of Com- 
merce, Chicago and New York; 
Modern Industry; Nation’s Busi- 
ness; Newsweek; The United 
States News and Wall Street 
Journal, 


Mexico Sponsors 
Two Year ‘Train 
of Recuperation’ 


Mexico Crry —Not to be out- 
done by Freedom Trains and 
Friendship Trains, the Mexican 
government is sponsoring a Re- 
cuperation Train, which will visit 
every state in the republic during 
its two-year trip. 

At a cost of 2,500,000 pesos, the 
33-car National Economic Recup- 
eration Railroad Caravan will 
carry demonstrations and prac- 
tical examples of industrial prog- 
ress here in the past few years, to 
an estimated 12,000,000 Mexicans 
who are expected to visit the 
train. 

The train, scheduled to leave 
here Feb. 29, is a major part of 
the government’s program to make 
the country industrialization con- 
scious, and to promote the sale of 
Mexiean products. 

The caravan, which carries its 
own radio station, 22 exhibition 


cars with aluminum showcases, 
and 11 flat cars for agricultural 
and carnival equipment, is ex- 
pected to stop in each town for 
three or four days. 

From 10 a.m. to 1 p.m., sales- 
men traveling with the train will 
welcome local retailers. Where 
distributors have not been ap- 
pointed for products carried on 
the train, it is expected that this, 
too, will be accomplished. From 1 
to 11 p.m. each day, the general 
public will be invited to visit the 
exhibits. 


Gets Paint Account 


Tamms Silica Company, Chi- 
cago, manufacturer and distribu- 
tor of water paints, has named 
Frederick, Franz & MacCowan, 
Chicago, to direct its advertising. 
Magazines, business papers and 
direct mail will be used. 


Malbe Names Gilbert 


Malbe Blouse Company, New 
York, has appointed Norman S. 
Gilbert Company, New York, to 
handle its advertising. 


e keep both feet 


in the same track 


ou’vE probably observed that a lot of 
magazines are sold to you on the basis 
of service features. 


We sell readers and advertisers exactly the 


same thing — 100% service. 
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Doubtless you’ve also noticed that when 
they’re sold to the public — it’s the latest 
spellbinder or romance or exposé that gets 
the big play. 


Now, we have nothing against romantic 
tales. They make a wonderful way to fill 
an idle hour or two. 


But right from our first issue we proved an 
important point: the pleasant people we 
wrote for took to 100% service, cover to 
cover, like ducks to water. The very same 
thing that advertisers want can and does 
sell our kind of magazine! 


That leaves us with a very simple path. 


It works with the public — to the tune of 
attracting over 3,000,000 families every 
month, It works for advertisers. For the 
last two years running they’ve given BH&G 
the biggest percentage increase in linage of 
any major magazine. 


The value to advertisers lies in the fact that 
100% service articles screen from the general 
run of population only the families whose 
big interest is better living in a better home 
—over 3,000,000 of them who have the 
money to enjoy a kind of living way above 
average. 


If you are interested in this huge market, 
screened for interest and income, hear the 
whole story from the BH&G representative 
the next time he calls. 


Mths Fist Strate Mugucgie 


Akron, one of Ohio's most 
compact yet biggest vol- 
ume markets, is worth de- 
veloping constantly because 
it annually produces more 
than $350,000,000.00 in re- 
tail sales, every dollar of 
this amount being spent in 
local retail establishments. 


Since this tremendous sales 
volume is transacted by 
Akron retail merchants and 
since these same _ mer- 
chants advertise ONLY in 
one newspaper, The Bea- 
con Journal, it takes no 
Solomon to decide who in- 
fluences buying in this 
great market. 


You, too, must do a local 
job of selling to secure 
your share of Akron's re- 
tail sales. The ONE and 
only way of selling Akron 
completely and profitably 
is through concentration in 
the only newspaper that 
influences Akron's buyers. 


100%, COVERAGE 
OF ONE MARKET 
WITH ONE NEWS- 
PAPER AT ONE LOW 
COST. 


JOHN S. KNIGHT 
PUBLISHER 


Represented by: 
STORY, BROOKS & FINLEY 
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Collins Names Harris 

Donald B. Harris, formerly with 
Northwestern Bell Telephone 
Company in Minneapolis and Des 
Moines, has been appointed ex- 
ecutive assistant to the director of 
research of Collins Radio Com- 
pany, Cedar Rapids, Ia. 


WALLACE’S 
FARMER 


REPLY-O — CO. 


150. WEST 22nd St., NEW YORK 11 


John Q. Public 
Says Radio Spots 
Are ‘About Right’ 


New York—In St. Louis, at 
least, most of the listeners think 
that radio advertising is neither 
too short nor too long. Many of 
them prefer their commercials 
straight, without music, that is, 
and they have no suggestions for 
improvement. 

These are some of the findings 
from the second audience meas- 
urement of spot commercials for 
Edward Petry & Co. The study 
was conducted during January 
and February, 1947, by Alfred 
Politz Research among persons 
over 15 years of age in the St. 
Louis metropolitan district. 


Answers to preliminary, ice- 


breaking questions showed 31.9% 


Yes 


550 KC 5000 WATTS 
NBC AFFILIATE 
BISMARCK, NO. DAKOTA 


comes in loud and clear in a larger area 
than any other station in the U.S. A.* 


BUT HE CAN GET 
KFYR LOUD a, 
CLEAR ON HIS/ 


*ASK ANY JOHN BLAIR MAN TO PROVE IT. 


1, 1948, 


will be known as 


Ohe Security BANKNOTE COMPANY of Phila- 
delphia wishes to announce that as of February 
its commercial printing plant in 
Pittsburgh, formerly the Republic Division, 


xz KeCPUbIic 


press and lithography. 


Pittsburgh - 


ess DIVISION OF SECURITY BANKNOTE COMPANY 
MESON 33 cies sees, Pnaboreh1,P 


Color reproduction at its very best in both letter- 


May we ask for an opportunity to discuss your 
advertising and printing requirements with you? 


SALES OFFICES 
Cleveland + Philadelphia - New York + Chicago 


PLANTS 
Pittsburgh + Philadelphia 


who considered broadcast an- 
nouncements too long, while 
62.3% said they were “about 
right.” While most subjects 
(62.5%) interviewed, perhaps tak- 
ing the course of least resistance, 
offered no suggestions for im- 
provement, 9.7% asked for unin- 
terrupted broadcasts with com- 
mercials confined to the beginning 


said spots should be shorter and 
more concise. 


Uses New Commercials 


Commercials not previously 
broadcast were used in the study, 
which aimed to find out how many 
people recognize a given an- 
nouncement in a given area after 
it had been on the air for one 
month or for two months. 

Among advertisers cooperating 
in the project were Johnson & 
Johnson (Tek), Paramount Pic- 
tures (My Favorite Brunette), 
Chesebrough Mfg. Company 
(Vaseline hair tonic), General 
Mills (Pye-quick), W. F. Young, 
Inc. (Absorbine Jr.), Trans 
World Airlines, Brown & Wil- 
liamson Tobacco Corporation 
(Kools) and E. I. DuPont de 
Nemours & Co. (Zerone and 
Zerex). 

In every instance there was a 
surprising number of listeners 
polled in the pre-broadcast sur- 
vey, made before the spots had 
been on the air anywhere, who 
said they had heard the commer- 
cials when _ the _ interviewer 
played them in their homes. In 
the case of DuPont Zerone, this 
figure ran as high as 43.3%. This 
deductible group ran lowest on 


General Mills Pye-quick an- 
nouncements; only 13.3% _ said 
“yes” during the pre-broadcast 
survey. 


Early, Late Hours Effective 


Mr. Petry, in releasing the sur- 
vey, called attention to the siz- 
able audience accumulated by the 
spots as early as 6:20 a. m. and as 
late as 11:30 p. m. It also was 
pointed out that an advertiser 
who wishes to attract a particular 
income or sex group can expect a 
large measure of success if his 
commercials are written and time 
spots selected with that in mind. 

DuPont’s advertising made the 
strongest impact on the upper 
rental groups. Some 34.6% of 
them remembered the spots at 
the end’ of a month’s broadcasts; 
some 41.7%, at the end of two 
months. Johnson & Johnson, on 
the other hand, did well with the 
low income groups. Its recall 
score: 37.6% at the end of Janu- 
ary, 41.3% at the end of February. 


Opens NY Branch 


Reuter & Bragdon, Pittsburgh, 
producer of public relations pub- 
lications, has opened a New York 
sales office at 521 5th Ave., with 
Erwin H. Hassemer as manager. 
Mr. Hassemer was formerly a cor- 
poration tax and financial con- 
sultant. 


Cockrill Adds Duties 


A. G. Cockrill, who for the past 
two years has been director of in- 
dustrial relations of the British 
American Oil Company, Toronto, 
has been named director of indus- 
trial and public relations. He also 
will continue to supervise per- 
sonnel. 


Health Week Observed 


The Health League of Canada, 
in cooperation with the depart- 
ments of health and education 
throughout the Dominion, spon- 
sored Canada’s fourth annual na- 
tional health week, Feb. 1-7. The 
week was promoted nationally 
through newspapers and radio. 


| Davis Names Mueller 


| Louis D. Mueller, formerly on 
| the advertising staff of the Cin- 
| cinnati Enquirer, has been named 
| vice-president of Leland Davis, 
Inc., Cincinnati advertising 


| agency. 
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lhe Creative Wan’ Corner 


Will Mr. Paul Hoffman—or, better still, his advertising 
agency—please step up and accept one of this Corner’s rare 


The reason is this superb and exceedingly timely ad on 
traffic congestion in large cities. It states very simply that 


cities—and suggests to anybody interested that he send for 
a 40-page booklet recently published by the Department of 
Commerce. 

Neatly written into the copy is an apology for and a de- 
fense of the trucking industry—with which, no doubt, 


All America wants something -d done, about singe. 
this kind of traffic congestion =. hye a 
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the trucking industry—but it 
unabashed opinion, more, in 


vertising. 
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Eaton Appoints Bourne 


Severin Bourne has been ap- 
pointed public relations director 
of Eaton Paper Corporation, Pitts- 
field, Mass. He was formerly 
owner of Nascon Products, Inc., 
which is now a division of Eaton. 
Mr. Bourne will make his head- 
quarters in New York. 


Named Sales V.P. 


Donald J. Christ, formerly Buf- 
falo district manager of Libbey- 
Owens-Ford Glass Company, has 
been appointed vice-president in 
charge of sales of Dwelle-Kaiser 
Company, Buffalo. 
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Studebaker does some business now and then. 
Not only does this Studebaker ad perform a service for 
all concerned—meaning the general public, Studebaker and 


Trucking Association has been able to accomplish in several 
years of very dull, very unreadable, very misguided ad- 


Brothers in arms, there just ain’t nothing like straight- 
from-the-shoulder, honest, facing-up-to-facts advertising. 
As a member of the reading public, may the Corner in- 


PIONEER AND PACEMAKER 
IN AUTOMOTIVE PROGRESS — 
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one page, than the American 
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Buys Into Food Company 


Otto W. Scheiterle, formerly as- 
sistant advertising manager of the 
New York State Electric & Gas 
Corporation, has purchased a half 
interest in Pure Cooked Food 
Products, Binghamton, N. Y. He 
will handle the company’s sales 
promotion. 


James Tyler Changes 


James S. Tyler, former sales 
promotion manager of True, New 
York, has been appointed sales 
promotion manager of Science III- 
ustrated, New York, effective 
Feb. 16. 


* *& & & & ONE journal reaches regularly 


Retail Jewelry Store in 


NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A, listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation——a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


NATIONAL 


CHARTER MEMBER 


-—100% Coverage 


Because jewelry stores spe- 
cialize in small, portable 
“quality’’ articles exquisitely 
designed for personal or 
home use — durable articles 
representing not only 

ultimate in artistic design 
but also the maximum ir 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 
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With a circulation guarantee of 2,600,000 —and an actual delivered circulation of over 
3,000,000 — the Fawcett Women’s Group gave its advertisers a free bonus of 1,386,096 : 
readers during the last quarter of 1947. 

y BE” =No other women’s group had such a large circulation. 

a: gue No other women’s group gave anywhere near such a bonus. 

od 

He 

- Fawcett Women’s Group reaches young married women with families — at rates that will 
delight any hard-pressed budget. 
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| FAWCETT TRUE CONFESSIONS 


MOVIE STORY 


WOMEN’S GROUP | moTION PicruRE 


EDITED FOR WOMEN IN THEIR TWENTIES...THE YEARS OF DECISION 


FAWCETT PUBLICATIONS, INC., 67 WEST 44th ST., NEW YORK 18, N. Y. 
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Presents the Most 
Responsive Audience of 


Men Available Today... 
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More and more manu- 
facturers of men’s products are 
turning to the pages of SPORTS * 

| AFIELD because they have found 
that this unique magazine will 
bring volume sales from a quality 


audience at an incredibly low cost. 


*A sportsman with an appreciation of the 
finer things of life—and the leisure and 
means to enjoy them. 


For instance, a recent survey shows that 
Spend-o-crats are 533% better prospects for 
boats and boating equipment. 
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STOCK CUTS 


Complimentary 144-page 
Hendbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
Son Francisco 5, California 


WIR Names V.P.s 


Three new vice-presidents— 
P. M. Thomas, George W. Cush- 
ing and George F. Leydort—have 
been named by Station WJR, De- 
troit. All three executives have 
been with the station for some 
time. 


Over 37,000 circulation, including 25,000 league and 2515 
city association officials. The only magazine with 100%, 
coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $29! ,000,- 
000 annually — three times as much as pro baseball. 
Write for our latest rate card today. 


OWING * 


THE BOWLER'S MAGAZINE 


Official Publication of © a 
MERICAN BOWLING CONG 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


Ford, Dearborn Dealers 
Map Big Co-op Drive 
Ford tractor and Dearborn farm 


equipment dealers will launch a 
$1,000,000 campaign during 1948 


| 
| 
} 
/ 


using daily and weekly newspa- | 


pers, radio, outdoor posters and 
movie trailers in a new dealer co- 
operative program. Dearborn Mo- 


one-half of the cost of local ad- 
vertising which meets the require- 


Meldrum & Fewsmith, Cleve- 
land, is the agency. 


Promotes Clark 


William X. Clark, who has been 
with the special markets division 
of Winthrop-Stearns, Inc., New 
York, since 1942, has been ap- 
pointed sales manager of the di- 
vision. 


Eagle Watch Appoints 

Eagle. Watch Company, New 
York, manufacturer of Emerson 
watches, has appointed Harold 
Paris Advertising, New York, to 
handle its account. 


| 


WASHINGTON—Department store 
sales in the week ending Jan. 24 


| were 3 reater than in the cor- 
tors Corporation, Detroit, will pay | xs 


responding week of 1947, the Fed- 


/eral Reserve Board has reported. 


ments of the cooperative program. | 12¢ volume was 2% below that of 


the preceding week. 


DEPARTMENT STORE 
SALES INDEX — 


a 


1935-39 EQUALS 100 


| Week to Jan. 24, °48* . p227 
| Week to Jan, 17, °48* . .232 
-j Week to Jan. 10, ’48*. .251 
| Week to Jan. 25, ’47*. .220 
|] Week to Jan, 18, ’47*. .223 
Week to Jan. 11, ’47*. .232 
*Not adjusted seasonally. 
ie pPreliminary. 
—— Mtehg? fete stares erent 


REPRESENTED.GMATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


‘i 


ay belong loqéthar 


LIKE A SALESMAN AND HIS SAMPLES 


A salesman is “lost’’ without samples—and almost as ineffective 
without advertising support. That’s why it’s important to route 
your advertising as you route your salesmen OUTSIDE as well 
as INSIDE Pittsburgh. It’s easy to do in the Post-Gazette, the only 
Pittsburgh newspaper that can work with your salesmen in sell- 
ing the million central city people—then travel with them in a 
50-mile radius to sell the two million more who live in and around 
the neighboring 144 cities and towns of 1,000 to 70,000 population. 


Federal RNesarve Figures on Department Store Sales 


Portland, Ore., with a 20% gain 
for the latest week, reporte th, 
greatest increase in dollar vo ump 
The Chicago (seventh) 1 <sery, 
district led the reserve di: ‘ric, 
with a 9% gain. 

Providence, R. IL. with a 209, 
decline from the same weel last 
year, and other large cities in th, 
Boston (first) district all reporta 
losses, and the loss for the distric 
pwas 11%. The Richmond (iifth 
district had a 14% sales decline 
This included Baltimore’s 17> 
loss. Nashville showed a 240 


drop. 
Yr.-to-Yr. % Chang, 
Week Ending 
Federal Reserve Jan. Jan. Jap, 
district and city 10 17 4 
UNITED STATES . 8 r4 ° 
Boston District ... 6 Sf) 
New Haven .... -—-2 eo ~j) 
PE. os beh eu wn 6 o —j9 
Springfield ..... 11 7 =! 
Providence ..... 6 , 0 —~2 
New York District. r& r6 4 
3 ere 6 i. a 
SO sk dae ope 4 6 r13 3 10 
New York ...... 9 rh 4 
Rochester ...... 12 rs 8 
oy —3 r0 6 
Philadelphia Dist.. 9 13 0 
Philadelphia .... 14 15 8 
Cleveland District. 12 2 8 
Cre 17 —2 ~~] 
Cincinnati ...... 16 3 12 
Cleveland ....... 13 6 3 
Columbus ....... 14 3 18 
EE Nwsactosss 5 6 8 
Pittsburgh ..... —5 0 
Richmond District. 5 r6 —14 
Washington .. & 8 —10 
Baltimore ...... 5 4 —1l7 
Atlanta District... 7 r5 —! 
Birmingham .... 13 3 <3 
SEE PRGA kK 6 bate os 4 r7 — 
P.O Ware 4 r3 ( 
New Orleans .... 6 13 i 
Nashville ....... 1 —15 —24 
Chicago District... 9 ri a 
Se ee 6 —2 9 
Indianapolis ... 6 -—4 -6 
oS) Pe Pree 13 11 14 
Milwaukee ...... 15 3 9 
St. Louis District.. 13 1 2 
Little Rock ..... & 0 —i 
Louisville ...... 13 2 —4 
Seite 12 5 7 
Memphis ....... 14 -~-18 —1{ 
Minneapolis District * bo . 
Minneapolis ® ° ° 
PBA ad ° : 
Duluth-Superior. * bd 
Kansas City Dist. 8 6 ’ 
DE baedeeess 4 -4 : 
.; ae 14 6 / 
Kansas City . i 11 11 
St. Joseph ...... ° —9 —I14 
Oklahoma City.. 10 14 § 
WE Sc bee es 4s 14 10 ' 
Dallas District ... 12 13 
ar 1 —1 
Fort Worth ..... r10 7 
Houston ........ 25 32 
San Antonio ... 35 36 14 
San Francisco Dist. 1 5 
Los Angeles Area —4 —l 3 
8 a ar * * od 
San Francisco .. : a. 3 
SO! ae 12 21 26 
Salt Lake City... 3 27 — 
ol) re 1 14 i) 


r—Revised. 
*Data not available. 


G-E X-Ray Promotes 2 

R. L. Lefevre has been named 
head of the sales department 0! 
General Electric X-Ray Corpora- 
tion, Milwaukee.-He formerly was 
manager of the Washington, D. C 
branch. W. D. Crelley, who ha: 
been manager of the advertising 
and sales promotion department, 
has been appointed head of the 
new merchandising department 


‘Harvest’ Moves to CBS 


International Harvester Corn- 
pany’s “Harvest of Stars” will 
move to CBS effective April 7 
The 30-minute show, starring 
James Melton, will be heard 
Wednesdays at 9:30 p.m. EST, 
shifting from Sunday afternoon 
on NBC. McCann-Erickson is t1e 
agency. 


Asks Newsprint Data | 


The American Newspaper Pu >- 
lishers Association is asking «|! 
newspapers using newsprint fro” 
9 to 15 inches wide to conta*t 
Cranston Williams, its gener: ! 
manager. The duty-free status 
rolls down to 9 inches expir’s 
July 1, 1948, but rolls down to 5 

’ 


inches will continue to be du’ 
free under the present law. 
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It’s not too late 


for “48! 


Material shortages or unsettled market conditions 
and spiraling advertising costs have delayed many 
an advertiser’s final decisions on 1948 budgets. 


Surely this year, more than ever, every dollar of 
your advertising funds must do an even better job 
of reaching people with the desire — and the 
means — to buy your product. 


If you want to develop a multimillion quality 
market in 48 at a modest cost, the pages of 
THE AMERICAN MaGaAZINE offer these unmatched 
_ values: 


* * * 


ALL-AMERICAN .... No other magazine can match the 
forty-year record of THE AMERICAN MAGAZINE in selling 
America’s men and women on the American way of doing 
business and the American way of life. 


IMPORTANT .. . Quoted more times per issue 
than any other magazine — in the daily press and on 
the radio — because its articles are by important 
people on important subjects. 


POWERFUL .... All the advantages of 
long life and continuity of impressions 
inherent in a great monthly — plus the 
timeliness and news interest of a great 
weekly. 


PENETRATING. ..... Requests received for a quarter of a 
million reprints of many different articles appearing during 
the past year. 


COMPLETE .... No serials, no warmed-up leftovers. 
Everything’s complete and fresh in each issue. 


EYE-CATCHING. ... Open format and deft arrangement 
of editorial content give each advertisement maximum 
visibility — in any section of the magazine. 


WIDESPREAD . .. Reaches 2,500,000 substantial 
American homes every month ... a million through 
the newsstands. 


No, it’s not too late for ’48 


Order space now for nine months of 
direct selling to this quality market. 
Get started in the April issue — out 
April 2nd. Forms close the end of 
February. 


mencan 


MAGAZINE 


The Crowell-Collier Publishing Co., 250 Park Avenue, New York 17,N. ¥Y, * Publishers of The American Magazine, Collier’s, and Woman’s Home Companion: 


ee pelea. fae et Pier att es Sande ae pb z fs ix vid ae e Tee ts a © Mae sate ee ita ee ay rm 3 gat fie Di aes eaten SARs rae a as prs ros ae (oh Se ae a Ry. ye = CP ot Rai ies! ae ie ; Ratt are ie ei sito 3 08 hte chy ee pone Ack gi oe Ss LE ag ue “de ees i eee at eer heat et wee Ne See eae aie 

ies, OMOEA = Nee ini eaten ke nee ee mRREN i ae eo crea, al aN ia ana (A Utena Pat Bayi nica ear 1 San A Use Nace tacly MLS ML Ratyesig Atos atom Sea dee Licae nal tMeA Gc cana a Je ara Ra gal ra ae ner Sa 

a cc SIN. RIE * cael temame ES ee Ra IP Ae Se a eC ae Rey rr Fs ara On aren cere IS er ee 

Bassi ke Le ere Y - ie Pear Fie aa ea. Bi 2s ; ; i : Rc ee ies Ayton : oo ee PONS il ret tae 
y i. ia 3 gear abe a "4 es = f sie Pa f ply ue a ' si. oe ie crit ; . ‘ : < <a pling et : " i ze ER LEES EET : site ys al Bi an ue : : 7 Gis gas a ; be igeae 
194g ¥ 
| 
es ‘ ’ 
Sai 49 , 
the : 
ume, : 
erve . 
trict 4-8 
20%, ; 
- lagl : 
the 
orte) ‘ 
Strict .’ 
ifth 
line ] 
174 . ie 
249, ¢ 
! ’ 
‘Ange 
ling “ a 
Jan, i 
py ES 
-1) my 
—l} j , 
~10 ohiy 
—20 
; 7" 
—? . . 
10 i" 
4 ' 
: 
- ; 
0 d ‘ 
8 
8 ti 
own] ; . 
12 : 
18 . 
| ? 
{ : 
—14 
—)() a 
—]7 

—?2 ae 

<3 s 

nial es _ 

0 13 
f _ 
24 ' mF 
Q oat 
4 
-6 a 
4 ; = 
q 3 
abil ‘i 
7 ' ir 
wih 
: te 
A 
: me 
j es 

11 ) gi 

—]4 , Vp 
‘ x 
{ 

¥ P| | 

14 

—3 a 
. = é 
20 “ 
0 , o 
H oe 
P ‘ 
eh 
| , 
med ; 
t ol 
ora- a 
was 3 
7 Ga , | 
has me 
Sing . 3 
ent, 

the 
it hee icky Hs Seagrie 
~~ & 

5 Z ey SS : 5 as 
oln- z8 
will , 
1 7 fa 
ing me “ “ 
bard i Le 5 
ST, ; 
1Oon e _ ; 

- pea es 5a Be 3 

fie og af 

u - 

ill ee ) 
rom pie 
tact ‘ 
Pei 
s . 
ires 
» 15 ; 
uty eee EE ee 

A IE ART SN RE TN LORS EE ERLE SRR A EC TO AEN TR RT RI RR SL TRS EE ERIS Zi ME oS 
is ‘4 : op ia eg SR ae PEE ee 5 Ne R age oo Pep ee D ae, 2. pn, a ae BARS” ie : aks Sia a 


s 


= 


“From trade paper announce- 
ments to their dealers. 


>. 


“"THIS WEEK Magazine was included for 

a particular purpose: to give our 
retailers the benefit of the striking, 
full-color Toni Twin advertisements, 

in a national magazine that goes to 
work right in your own neighborhood... 
And that combination pays off in sales, 
for Toni and for you, as our campaign 
this year (1947) has proven." 


— Howard Bloomquist, Advertising 
Manager, The Toni Company 


*“"We've used (THIS WEEK) for 8 years, 
and watched it work for us and our 
dealers. We rely upon it principally 
for its extremely heavy penetration 
of the large metropolitan markets, 


where the great volume of our products 
are sold." 


— C. 0. Moosbrugger, 
Advertising Manager, 
Minnesota Mining & Mfg. Co. 
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Wrap up your 48 sales 


with this 
6) course, only the dealer can wrap 


up a sale for you. 

But it takes an “extra ingredient” in your 
magazine advertising to lead the prospect 
to the dealer’s door. 

That “extra ingredient” is /oca/l shopper- 
appeal. And the way a national magazine 
gets that is to come wrapped in a “Sth 
Cover’ —the local Sunday newspaper — as 
THIS WEEK Magazine does. 

“That combination,” says the Toni 


Company over there on your left, “pays 


The Atlanta Journal 

The Baltimore Sunday Sun 
The Birmingham News 
The Boston Herald 

The Chicago Daily News* 
The Cincinnati Enquirer 
Cleveland Plain Dealer 
The Dallas Morning News 


*Saturday Edition 


“ 5M Cover 


THIS WEEhR 


OVER 872 MILLION CIRCULATION i Magagine— OVER 19 MILLION 


AND 24 01 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


Des Moines Sunday Register 

The Detroit News 

The Indianapolis Star 

Los Angeles Times 

The Memphis Commercial Appeal 
The Milwaukee Journal 
Minneapolis Sunday Tribune 
New York Herald Tribune 
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off in sales ...as our campaign this year 
has proven.” And Scotch Tape seconds the 
motion with “We've used (THIS WEEK) 
for 8 years, and watched it work for us 
and our dealers.” 

_ Per 


Wrap up your '48 sales with the national 
magazine that does a local sales job. And 
watch it go to work for you on over 19 
million readers in over 8% million homes— 


every 4th home in America. 


READERS 


The Philadelphia Sunday Bulletin 
The Pittsburgh Press 

Portland Oregon Journal 
Rochester Democrat & Chronicle 
St. Louis Globe-Democrat 

San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Star 
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Sponsors Radio Course | 

A 10 week course in radio for | 
students of Martin College will be 
sponsored by Station KYW, Phila- | 
delphia, starting Feb. 14. The lec- | 
tures, which will be held in the} 
main auditorium studio of KYW, 
will cover script writing, program 
preparation, production, announc- 
ing, news reporting, engineering, 
publicity, sales, advertising and 
promotion, television and station 
management. 


Name Hanson, Gerber 


Infantogs Headwear Company 
and Glenfair Company, New York, 
manufacturer of children’s bon- 
nets and playtogs, have appointed 
Hanson, Gerber & Shaw, New 
York, to handle their advertising. 


FREE ior your ade 
with LIFE-like 


Kf biggest e 
othing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No. 108. No obliga- 
tions, EYE*CATCHERS 


10 E, 38 St., N. ¥. C. 16 


Ford, Chevrolet 
Top ‘47 Spenders 
in Weeklies 


New York—Ford and Chevrolet. 


were the leading advertisers in 
weekly newspapers last year, ac- 
cording to a report by the Ameri- 
can Press Association, published 
in the February American Press. 

Both automobile manufacturers’ 
expenditures topped $1,500,000 in 
1947, the association said in a 
recapitulation of the 25 leading 
advertisers in weeklies who spent 
an aggregate of $7,500,000. 

After the two auto makers came 
regional railroad groups, which 
spent $500,009; U. S. Army, $325,- 
000, and Greyhound Lines, $200,- 
000. Oil companies stood high, 
with Continental Oil spending 
about $162,000, Standard Oil of 
Indiana more than $100,000, and 
Standard of New Jersey and Ohio 
each spending in the $50,000- 
$100,000 bracket. American Iron 


& Steel Institute spent $120,000, 


|U. S. Brewers Foundation, $150,- 


000. 

Also in the $100,000-$200,000 
bracket were Eastern Railroads 
Presidents Conference, Oldsmo- 
bile, Willys-Overland Motors, 
Socony-Vacuum and International 
Harvester. In the $50,000-$100,- 
000 bracket were Ball Brothers 
Company, Pontiac, Swift & Co., 
Pepsi-Cola, General Electric, 
Dodge, Phillips Petroleum, 


Fleischmann Company and Berke 
Bros. Distillers. 


oe —— | 


Gets Wine Account | 


Quality Fruit Wines Corpora- | 
tion, Yonkers, N. Y., maker of 
Berry-Cup wine, has placed its 
advertising with Adair & Direc- 
tor, New York. Outdoor, trade 
publications, newspapers and 
magazines will be used. 


Names Jarvis Agency 
Albert Jarvis Ltd., Toronto, has 
been named to direct the adver- 
tising of Eastern Steel Products 
Ltd., Toronto. Farm publications 
and business papers will be used. 
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FULL COLOR COPY OF 
THIS OUTSTANDING 


READERSHIP 
STUDY 


Write for Your Copy Today 
—Care Promotion Department 


THE ATLANTA 


JOURNA 
Magazine, 


—" 


*Survey by PUBLICATION RESEARCH SERVICE, Chicago-Conductors of the continuing study of | 
Newspaper Reading for the Advertising Research Foundation and Bureau of Advertising, ANPA. 


David McMillan Sr., pres. and gen’] mgr. of Grant Advertisin: of 
Canada, was married Jan. 17 to Mrs. Hazel Dorothy Veitch in 'o- 
ronto. .. Alice N. Gorham, director of advertising and publi ity 
of United Detroit Theaters, won a $50 cash award and a plaqu: jn 
the 2nd annual publicity contest sponsored by the Women’s Ad\ er. 
tising Club of Detroit. . . 

William Esty Co.’s video chief, Kendall Foster, and his new b) ide 
are basking in the sun at Nassau, the Bahamas... Dr. Francis 
Elvinger, head of the Elvinger Advertising Agency, Paris, is in ‘his 
country to confer with American clients. He was at one time visit- 
ing professor of marketing at Columbia and advertising lecturer 
at N.Y.U... 

Newly elected pres. of the Dallas Country Club is James ™. 
Moroney, v.p. and treas. of the Dallas News. .. Dallas admen are 
going to work on two new ad courses at Southern Methodist U. 
Ira DeJernett, head of his own agency, will instruct classes jp 
agency operation and procedure, and Dave McConnell, account exec 
of Rogers & Smith, will teach advertising production. . 

Robert Elisworth Horton Jr., of Biow Company, New York, was 
married not long ago to Patricia Anne Wilmot... Carr P. Collins, 
gen’l mgr. of Station KWBU, Corpus Christi, is a trustee and direc- 
tor of Texas for Christ, Inc., newly organized to foster the “old- 


time religion” through tent meetings and radio and newspaper pub- 
licity. . . 


NEW LOOK—"Doc" Geissinger made it hard for guests who dropped in for 

well-wishing at a celebration of the first birthday of W. B. Geissinger & Co., 

Los Angeles agency. Enjoying the disguise are (left to right) Lee Taylor, North 

American Aviation; Bob Whittaker, Wm. R. Whittaker Co., and Lee Atwood, 
North American Aviation. 


David Harrington, vice-president of the Reuben H. Donnelley 
Corporation, was elected president of the Chicago Athletic Associa- 
tion at the annual meeting Jan. 27... W. P. Wall, ad mgr. of the 
Southwest Drug Corp., has been elected president of the Dallas 
chapter of Sigma Delta Chi, journalism fraternity. Baron Creager, 
Dallas ad representative of W. R. C. Smith Publishing Co., is treas- 
urer, .. 

Ernest J. Goulston and his wife were honored at a party on the 
occasion of Mr. Goulston’s 4lst anniversary as president of the 
Goulston Ad Agency, Boston. .. Sumner H. Wyman, eastern ad 
representative of Ellis Publications, New York, will teach a new 
course in space selling, starting Feb. 20 at City College School of 
Business, evening and extension div. .. 

Kate Carroll, of Union Electric Co., has a big job as chairman of 
the 14th annual Gridiron dinner set for April 1 by the Women’s 
Adclub of St. Louis, proceeds of which will go to the Barnard Free 
Skin and Cancer Hospital. During the past three years the club 
has donated $19,469 to the institution, all earmarked for cancer re- 
Search. .. 

Newly appointed trustees of the Chicago Tumor Institute are 
Fairfax M. Cone, of Foote, Cone & Belding; Hill Blackett, the 
agency head, and Donald B. Douglas, Quaker Oats v.p. in charge o! 
advertising. .. Charles C. Caley, executive v.p. of WMBD, Peoria. 
and NAB director of District 9, has been elected pres. of the Peoria 
Community Chest and Council. He has a goal to hit, since, as head 
of the fund in 41, he raised the highest quota ever attained. . . 

William H. Klenke Jr., gen’] sales mgr. of the Stinson division o! 
Consolidated Vultee Aircraft Corp., Wayne, Mich., presented the 
1947 Aviation Educational Award to Stephens College, Columbia 
Mo., Feb. 2. The Stephens flight program, now in its seventh year 
has trained one-twelfth of the women now engaged in commercia! 
aviation. . . , 

Chicagoans who have set an early April date for their wedding 
are Josephine Frank, a commercial artist, and Monroe Mendelsohn 
an account exec of Lieber Advertising Co... The skiing was fine 
Wally Holden reports on a weekend at Land O’Lakes, Wis., but th« 
MBS account exec and his wife arrived to find the temperature a‘ 
42 below. . . 

Friends of Clyde Benham, who retired a few weeks ago as nat’ 
ad mgr. of the Chicago Tribune, were startled to see transit card: 
announcing that Clyde W. Benham has switched to Calvert. Close: 
inspection (especially of the photo) showed it was a California 
salesman, not the Trib’s Clyde S. Benham... 

Walter Sauer, assistant advertising manager of Home Products 
International and Luis G. Dillon, vice-president of McCann-Erick- 
son, left on a trip to all major South American markets on Jan. 31 
. . . Kathleen Gloria Husemen of Benton & Bowles was engaged 
several weeks ago to Raymond Hanrahan. . 

When editors received a release from the Premium Advertising 
Association of America recently, they found the sender to be none 
other than Bill Baker, who, in addition to these duties, is news bu- 
reau manager of General Foods’ public relations department. Bill 
explained this extra curricular activity on the release by adding a 
remark under his name which read “Yes, guys, every feller has his 
sideline.” . . 
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Advertising Age, February 9, 1948 


DuBois Sets Up 
Research Firm 


New York — Cornelius DuBois, 
director of research for Life since 
1937, last week announced forma- 
tion of a new market and opinion 
research company, to be located 
at 551 5th Ave. 

The company, 
to be called Cor- 
nelius DuBois & 
Co., will have 
Cherieées ’ Ff. 
Woods, former 
general sales 
manager of the 
marketing and 
research division 
of Dun & Brad- 
street, as its 
vice - president 
and treasurer. Louise Payne Mc- 
Carty, formerly with Life’s re- 
search staff and previously direc- 
tor of reader research for Hearst 
Magazines, also is a vice- presi- 
dent. 

Mr. DuBois was promotion man- 
ager of Time before moving to 
Life, and is president of the Mar- 
ket Research Council. Last year 
he won an award from the New 
York chapter of the American 
Marketing Association for “ad- 
vancing the science of magazine 
research through leadership in the 
development of techniques.” 

Initial clients include Life and 
Columbia Broadcasting System, 
and the company says it will make 
not only audience and market 
studies for various media but 
“studies of advertising effective- 
ness through a new type of meas- 
urement of consumer brand atti- 
tudes.” ~ 

Life announced that Mr. DuBois 
would be succeeded by A. Edward 
Miller, formerly assistant director 
of the department, who joined 
Life in 1943, with Herbert Brese- 
man becoming the new assistant 
director. 


Cornelius DuBois 


Newspaper Admen Elect 


Charles Burchett, western ad- 
vertising manager of W. J. Mc- 
Giffin Newspaper Company, has 
been elected president of the Cali- 
fornia Newspaper Advertising 
Managers Association, southern 
unit, succeeding George Savage, 
who resigned to become secretary 
of the State Highway Commission. 
The next convention has been set 
for June 25-27 in Santa Monica, 
with Charles McAlpine, Santa 
Monica Outlook, as chairman. 


ST. PETERSBURG 


Gets Handbag Account 


Burstein Brothers, manufac- 
turer of Golden Bee handbags, has 
named Philip I. Ross Company, 
New York, to direct a consumer 
and dealer merchandising cam- 
paign. 


Micromatic Ups Weber 


Farrel B. Weber has been ap- 
pointed sales manager of Micro- 
matic Hone Corporation, Detroit. 
He has been with the company 
since 1945. 


‘facturer of electronic devices, 


Allen-Howe Names Shaw 


Fred L. Shaw, formerly vice- 
president of Gray & Co., Denver, 
has been appointed director of 
public relations and advertising 
of Allen - Howe Electronics Cor- 
poration, Peabody, Mass., manu- 
in- 
cluding the hearing aid, Solo-Pak. 


Gets Food Account 


Venus Foods, Los Angeles pack- 
ager of fruit bars, dried fruits and 
packaged dried beans, peas and 


29 


tising campaign. Radio, newspa- 
pers, magazines, trade publica- 
tions and outdoor will be used. 


rice, has appointed Allied Adver- 
tising Agencies, Los Angeles of- 
fice, to direct its nationat adver- 


L AUR E N c E. | INC. {i engravings | 


; 547 — CLARK STREET * CHICAGO * WABASH 6284 


43% 


° 
Tampa-St. Petersburg 
Florida's First Market 

e , 

ST. PETERSBURG 
RETAIL SALES 
$85,634,000 
(Sales Management Survey 1947) 
6- 

The St. Petersburg 
DAILY TIMES 


covers this city 
completely 


No outside newspaper has as 
much as 600 average daily cir- 
culation in St. Petersburg. 


* 
ST. PETERSBURG, FLORIDA 


Morning || E § sunday 


Represented by 


THEIS & SIMPSON CO., INC. 
V. J. Obenaver, Jr. in Jacksonville 


Thousands of choice locations are 
available free to advertisers who 
use Mystik Self-Stik Point-of- 
Sale Signs (patented). You can 
put Mystik signs right at the 
spot where sales are made—on 
walls, counters, display cases, 
shelf edges, store doors, cash 


without moistening. Easily removed. [] Duo Signs 
{_] Chek-Tabs 
* * * |_} Specialties 
DISPLAYS 
registers. May be applied direct Hy a. 
to many products. C Window 
And the famous Mystik “Self- H aoe 
|_| Dispensing 


FREE! Mail coupon for free copy of “Give Your Product Point-of-Sale Punch”, 
20-page illustrated brochure chock full of display ideas. 


in Point-of-Sale Advertising” 


It only takes a moment for a salesman or store 
man to place a Mystik “Self-Stik" Sign. Just peel 
off protective back to expose the adhesive. Sticks 


Stik” adhesive back makes it easy 
to display your advertising mes- 
sage. It means you get more 


signs up and in better locations. CLOTH and KANVET 
[_] Banners 

Let us show you how MystTIk F] Signs 

puts your story out front... : — 


where your product is sold. 
No obligation. 


Check This List of CSP 
Services Against 
Your Needs 


MYSTIK (Self-Stik) 

[|] Store Signs 

|] Shelf Edge Signs 
|_] Display Case Signs 
[| Econo Truck Signs 
{_] Product Signs 


STANZALL (Weather proof) 
[| Outdoor Signs 
and Cut-Outs 


[_] Highway Signs 
COMPLETE SERVICE 


*Trade Mark Registered 
Mystik Print Patented 


“CHICAGO SHOW PRINTING COMPANY 

2639 N. Kildare Ave., Chicago 39, Ill. 

1) Send free copy of illustrated brochure on point-of-sale ideas 
CJ Send your representative 


Nome 
Company 


Address 


2639 N. KILDARE * CHICAGO 39 + SPAULDING 1600 « In New York: 1775 Broadway — Offices in all other Principal Cities 


eee Dc Aa ieteaeemimn SHU ais) pe pic Pane Se US mS Seen Bag cg ip tanita Pon Tne er Gn aN Weaning tet ao “Ce A he ie rr tem Sc e SRS ru. MaMa gen, Coie Ps Pe MmaMn a 7s, SP SRR De in gt Read i naa aed ina io, 2, en laali ear pa alae a Sa cee Bis ee ae 

$ Salant a Pred tye ea a te ete oe Sede Mel ear RS ee tbe namieee > Miami ei, roe sah Tags bal eli PR ee ERE ne reat are’ us si Poe Re Ae ily oa ete nt Psy Se tal is a ee roe? ie oe No eal = Pe, ee Site AB BG oe dec a Sy Seale @ 

_ BRR SE aa Saale ceed 27 eM Ageec tea a rea mek ann gare ea Mme gece Tassie DEE agape OOT ay pat Bi 2 aaa 5 oN aan aa ae OE PR ungt A t ihee pes ty aie. ‘Se ee its 

; ee blag ig eee he era ae amici ii ioe ee OCR ee TR ES TR a. gl 
ee 

iy | 

d 

1s of ee 7 ‘ 

ial 
4. a | : _ 
le in i: 

1 ide is 2 
Lhicis ‘a3 
this 

. La 
isit- } : 
urer | ; 

- Pe 
| . : 
j 7 
; | 
a ee MS ; ee 
a? . 7 See ett : 
- a , eal ~— PRR oo = : " 
| ve 2 7 a : _» 
; ae nm : 9 on ea Serial. pe e et . 
’ an a ee 
| ees. . Sa Se | . 
Des ee ee Bee Cae Ue ge Sore a ee 
‘ ee os aoe. ee OY ee ee ecco ia — 
| we — y,. 0d 
| | ———_ | ae | 4 
lr I pEAst _ : cae eae 
_ eae seit : * sae iia .. ar . 
; ht as bans noe ww 0 Se : ie ‘ a ted ee : : 
| aa e ia i O LAKES e ee 1 2 r a : oe % : Mi 
en Cree a ano’. a : < Pe oe" of Be eae , 
. ii aac : i ; Ze ek Pa 7 : 
cline Ai ae  — BUTTER i en Pe: ‘ 
~ ca relays at ee q fi — ae ESCM aera $ pl Picea 
|  Froer i Are = — ae 
M 7 & i i K a eens — Pe US pee aT ol ee 
ie .a a o ts re 4 nee . 
eo Ate alta in? ms rox a . Pe ee Ee 3 ge ees : 
| + is o oe Sarin pres * Rite oad ain "in ‘ ae 2) tog te ae Pe Gor ed - te ae ee) ne - ae a 7 
. Peary fra sei Bn er Se Ae MR ees ee ee eae | ee | ‘ 
| ° P tis eal aaa oat : BERS op: Re ae 
; Be re, ee (BP 59S alien es 2 ge ak ae 
| Point-of-Sale Signs a ee oe 
) for ar r : > : ae ee Sat ig ; 
Co. Ot eee ‘tie a eee a. 288 tegen Set i. 3 ae ee : : 
lorth | rs 2 esas Cie ie Solty : : pier ee ie Thiele 4 Noe =) : 
| si 4 ie Se? legge ee ee ay sca see een # 
“Peg 200R \ a pres. ; 
ee Wee ae oe 
’ 7 , 
md Be ‘AND 9 
cia- e Bue 4 
the Py UrTEp 
llas pe . i dane Oil = 
ger, » - 
> s- ' 
- \ JY eo 7 
| a _ 
the | y, al : ; 
the '’, 
Y 

ad | ‘ 
lew Q ‘ 
| of a. ; 
1 of 
an’s , 
‘ree _ 
lub « 
re- | ¢ ’ fi 
are i‘ | 

‘ | 
the } | 
_ | | 
ria, bh 
ria _ 
| Po 
| : Lj Copy . 
| oO} |_| Ideas _ 
the [] Art Staff - 
dia * [] Production es 
sar [_] Distribution 
rial | a 
ing 5 
See Gt a ins BO. 4 a eh te eee ae NOI Dee NE ice, TT ea, Se ee pears : 
ne cae Te oe aa Be . 2 
. Sk ea. Re Me a eae gle, eee ae iB M  Saacss 8 aa, Se a > 
j = 3 ' i ' 

P | - | i ' } ’ | if [ oa : 
at URIVAVU UNUT & wee - ee é | 
- | 3 nsf | | 
nia & : ' YL 22g ; ; 
cts : po 
“k - : SPs, 
ed | a 

‘ } 

i ; 
ing | 
me , 
u- | ‘ 
sill as . | 
his 
. ae - a “ mi ce . ; ; : 


- —— « 
—-. pre —o 


Names Boucher V.P. 


Louis J. Boucher, who has been 
doing sales promotional work for 
Commander - Larabee Milling 
Company, Minneapolis, has been 
named vice-president in charge of 
sales in the central -states for 
Cannon Milling Company, Minne- 
apolis. 


Promotes Robert LaMar 


Robert E. LaMar, personnel di- 
rector of Stix, Baer & Fuller Com- 
pany, St. Louis, for the past 25 
years, has been promoted to di- 
rector of industrial relations. Wil- 
liam F. Fisher, assistant personnel 
director, has been named person- 
nel director. 


36,000,000 EYES 


yearly 


see and register Spectaculars, 
like this Carstairs, which 
dominate the fabulous Board- 
walk at Atantic City. 


LET THE “EYES” HAVE IT 
Write today for details 


The R.CMaxwell Co. Trenton N.S 


White Seal 


JWT Appoints Two 

John R. McAlpine has been ap- 
pointed head of the traffic and 
production department of J. Wal- 
ter Thompson Company, Detroit 
office. William J. Brown Jr., for- 


merly in the photographic divi-}|. 


sion of General Motors Corpora- 
tion, has been named assistant 
manager of the department, in 
charge of advertising. 


Kalart Appoints Hoyt 

The Kalart Company, Stamford, 
Conn., maker of Kalart synchro- 
nized range finders and other pho- 
tographic equipment, has appoint- 
ed Charles W. Hoyt Company, 
New York, to handle its advertis- 
ing, effective March 1. The ac- 
count has been handled by Cayton, 
Inc., New York. 


Gets Candy Account 
Olian Advertising Company, St. 
Louis, has been appointed to 
handle the advertising of Paul F. 
Beich Company, candy bar manu- 
facturer. Radio spot announce- 
ments will be continued and vis- 
ual media will be added to the 
schedule. : 


tion was attained. 


circulation. 


How the Wind Blows 


Since 1942 there has been a steady increase in the in- 
‘sistent demand for The National Geographic Magazine. 
In 1947, an all-time high of 1,637,111 net paid circula- 


*Stopped acceptance of new subscriptions for this year. 


First, Sell The First Million Plus 


NET PAID CIRCULATION EXCEEDS 1,600,000 


The table below tells the story of ‘The Geographic 
circulation growth during the past six years: 


1942—1,192,193 
1943—1,198,785 
1944—1,237,593 
1945—1,213,768* 
1946—1,462,081 
1947—1,637,111 (First Six Months) 


It is important to remember that this is demanded 
That is why advertisers get such remark- 
able results from The Geographic. 


THE NATIONAL GEOGRAPHIC MAGAZINE 


WASHINGTON, D. C. 


Advertising Age, February 9, 19:3 


Government Holds 
Bosom ‘Builder’ 
for Drug Violation 


New YorkK—The complaints §f 
12 disappointed women, who had 
been promised voluptuous boson)s 
by applying a cream, have caused 
the arrest of Daniel Platt, head of 
the Formalon Company, New 
York. 

Early in 1946 women began re- 
ceiving letters from the Formalon 
Company promoting a bust-builc- 
ing cream, “Formalon,” priced at 
$3 for a two-ounce jar. References 
from medical men, all of which, 
according to a U. S. Attorney’s 
office spokesman, were fictitious, 
were used in this direct mail cam- 
paign. 

Pictures in an accompanying 
folder showed unidentified women 
before and after using the prod- 
uct. A sample folder explained 
that flat-chested women were 
forced to become lonely wall- 
flowers and were neglected by 
their husbands. 


Promotes ‘Stilbestrol’ 


The letter maintained that some 
women lacked a physical sub- 
stance which caused natural phys- 
ical development, but that the 
Formalon Company had developed 
an “estrogenic” substance called 
“stilbestrol.” One application of 
one-half teaspoon of Formalon 
daily would guarantee bust devel- 
opment within a maximum of 12 
weeks, the company claimed. 

Twelve women who tried the 
cream complained to the Food 
and Drug Administration. After 
testing the product and finding the 
statements false and misleading, 
the administration referred the 
case to the U. S. Attorney’s office 
of the southern district of New 
York. 

Mr. Platt is being held in $750 
bail for trial Feb. 25 on 12 counts. 
He will be tried for selling a mis- 
branded drug in violation of the 
Federal Food & Drug Act. Ed- 
ward E. Rigney, assistant U. S. 
attorney, will represent the gov- 
ernment. Max Fruchtman of New 
York is Mr. Platt’s attorney. If 
found guilty, the maximum sen- 
tence for Mr. Platt would be 12 
years in prison plus a $12,000 fine. 


‘Tribune’ Names Swank 
Sales Development Head 


Richard C. Swank Jr., in the 
advertising department of the Chi- 
cago Tribune since 1926, has been 

: appointed man- 
ager of the news- 
paper’s Sales de- 
velopment divi- 
sion, succeeding 
Walter C. Kurz, 
who has_ been 
made manager of 
general advertis- 
ing. 

Mr. Swank be- 
came a member 
of the general 
advertising staff 
in 1934, handling 
food, liquor and miscellaneous 
accounts, and in 1943 he was 
transferred to the radio and ap- 
pliance field. 


Richard Swank 


Name Martin Agency 
George Homer Martin Associ- 
ates, Newark, has been named tc 
handle the advertising of S. R. 
Melven, New York, investment 
security dealer, using newspapers 
and direct mail, and Calculagraph 
Company, Harrison, N. J., maker 
of automatic time recorders, using 
business papers and direct mail. 


Sets Radio Conference 


The annual radio conference 
sponsored by the University of 
| Oklahoma, Norman, Okla., will be 

held Feb. 26-28 and will be com- 
bined with. the Palmer Radio sales 
training seminar, Feb. 29-March 
2, in Norman. The theme of 
| the conference will be “The New 
|! Look in Radio.” 
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PRACTICAL BUILDE 


— Newt? 


/ 


LOOKS LIKE A 
SWELL BREAK 
FOR READERS... 


With the January issue, PRACTICAL BUILDER once again sets a 


ft: 


i 


ok 


\ 


eS 


YES, AND 
ADVERTISERS 


Ay 


5 


cw 


| PRACTICAL 
BUILDER 


~ Over 1,000 Homes-NoTwo Alike! 


bres 


Design magic hos produced remarkable variety of exteriors in Frank’ W. 
‘Shorp's Ook Forest subdiv.sion (Houston, Tex) Standardized, pre-cut 
; | . Architects are Wilson, Morris and Crain 


ee eats os, 


- most readability for 


_ subscribers .. best value and | 


eG Nee 


ee 
ne 
ee, : 


To Subscribers: a more readable, better organized how-to-do-it 


ibility for advertisers 


new standard, and a new pace, for magazines in the building field 
with a new format that solves modern publishing and advertising 
problems. 


PB pioneered 12 years ago when it came out with a new type of 
building magazine based on a practical how-to-do-it editorial formula 
never successfully imitated. Now PB again breaks with tradition 
while holding fast to its basic editorial formula so successful for 12 
years. PB now pioneers a new format—new arrangement of advertis- 
ing and editorial, welded in such a way as to produce the best, most 
readable, easy-to-use magazine for builders. . 


Here’s what PB’s new format in standard size (7x10 type size) means: 


magazine. . 


To Advertisers: The most value with highest visibility for their 
sales messages. ’ 


Comments from readers and advertisers alike have been enthusiastic 
because the ‘“‘New Look”’ solves today’s problem of producing a 
readable magazine with large volume of advertising and reading 
matter. It gives both advertisers and readers a “‘break’’. We predict 
that PB’s new format in standard size will be widely imitated by 
other business papers. 


See the new size PB and judge for yourself the soundness of its new 
format—for its readers—for its advertisers. Write for your copy. 


im sal pines os 


What they say about PBs 


Challenging New Format 


““The first issue of ‘Practical Builder’ in its 
new form makes a splendid magazine. Its 
contents have always been excellent .. .” 

Sales Manager 


“Just a note to congratulate you on the 
splendid appearance that . PRACTICAL 
BUILDER has taken on in its new ‘dress’. 
Certainly you and your associates are to be 
congratulated on doing a bang-up job...” 

Vice-President 


“Congratulations on the ‘new look’ of your 
publication. It is a big improvement .. .” 
Vice-President, Sales Manager 


“We are looking with real enthusiasm at 
the first issue of PRACTICAL BUILDER 


in its more convenient size. This book is 
surely a treasure chest of ideas, informa- 
tion and news and there is something 
about the way these sections are presented 
that makes the material easy to digest. 
Looking through this book, you sense an 
audience and an industry that is practi- 
cally screaming for action, materials and 
better methods...” Manager, 

Sales Promotion 


“Practical Builder terrific in its ‘Practical 
CO 2 er: Advertising Manager 


“But best of all is the fact that the new 
book looks like, reads like, andis... Prac- 
tioal Builder, despite the change in size. I 
think that this is important to readers and 
advertisers alike. Everybody on your staff 
who has worked to bring about these sig- 
nificant improvements deserves sincere 
congratulations .. . and here they are’’... 
. Account Executive 


* oh Bees 4 eg 


“Congratulations! ‘Now you have gone and a 
done it’! I think the new Practical Builder c 
in its improved dress is a .100% step for- 
ward. The publication is much more read- 
able and I think your readers will univer- 
sally approve the new dress . ...”” President 


PRACTICAL BUILDER 


Also publishers of BUILDING SUPPLY NEWS, 


Leading Lumber and Building Material Dealer trade publication 
5 SOUTH WABASH AVENUE, CHICAGO, (3) 
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SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft* 
900 Kibby St., Lima, U.S.A. 


“rotenone top. V.8. Per OF 


Burnett Boosts Porter 


Arthur A. Porter has been ap- 
pointed director of media analysis 
of Leo Burnett Company, Chicago. 
He started with the agency in 
1945 as director of research and 
for the past year has been an 
account executive. 
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FCC Fuses Station 
Fears in WWDC, 
WHLS Rulings 


WASHINGTON—FCC made it clear 
last week that no radio station 
need fear that it will lose its li- 
cense merely because it broadcasts 
horse racing results. 

Its decision, renewing WWDC, 
Washington, was the second com- 
mission action within a few days 
“settling” programming issues 
which have disturbed broad- 
casters. 

The previous weekend, FCC told 
the industry in unequivocal lan- 
guage that it must not attempt to 
censor scripts of political broad- 


casts. 
At that time, FCC’s majority 
expressed confidence ‘that the 


courts will exempt licensees from 
responsibility for any libel that 
may be committed in “uncensor- 
able” scripts. 


‘Practical Problem’ 

FCC’s verdict on horse racing 
broadcasts rested on the premise 
that these programs must be as- 
sessed against the general program 
service which the station renders. 

Presentation of sports news is 
one of the “practical every day 
problems” which licensees face in 
striking a balance among the 
various interests in the community, 
FCC asserted. “Where, however, 
large amount of time is devoted to 
programs involving the dissemina- 
tion of horse racing information, 
question arises whether other sub- 
stantial interests are being af- 
forded due. recognition, or are be- 
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itch Bt loWo Ft Sports meet... .(Aug. SF) 
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rints.in the soft 
. « (March SF) 


Jerilyn Miller lives on 376 acre farm in Erie 
County, Ohio, that grows sweet muskmelons 
ond 100 bushel corn crops... (April SF) 


\ 


Kids at Spring-Dale, Wis., country school, 
have rhythm instruction and radio lessons 
as well as 'riting and 'rithmetic. (Sept. SF) 


Shirley Mapes, of Middletown, N. Y. and 
Dud Stanton, 4H lad of Greenville, N. Y. 
are ag students at Cornell... (Oct. SF) 


Cover crop... 


They aren’t professional models 
from Powers or Conover... but just 
normally good-looking youngsters 
on SuccessFUL FarminG farms... in 
unposed pictures selected from recent 
SUCCESSFUL FARMING covers. 

Rough on wearables and shoe 
leather...heavy tonnage users of 
toothpastes and tojletries...authorities 
on everything automotive. ..carload 
consumers of ‘cereals and prepared 
food brands . . . their number alone 
makes them a major market factor. 
They run about one per family over 
the U.S. census average...in families 


that averaged $7,860 in income in 
*46, without Government payment— 
$3,352 above the U.S. average farm 
income. They are also over-average 
in influence for their age—working 
partners on the farm, with personal 


responsibilities, specific contributions 
to the family farm’s production and 


profits . .. 4-H Club members who are 
the progeny of those earlier 4-H Club 
members who within a generation 
revolutionized business and living on 
American farms. 


Tury know and depend on SF 
now, will continue to learn from it 
and lean on it in the future... add 
impact and increase acceptance for 
anything new and better...among 
the highly selective 1,200,000 plus 
farm families concentrated among the 
high-incomed farmers in the fifteen 
agricultural heart states...with the 
best soil, brains, experience, technique 
... with the largest investment in land 
and equipment, most advanced in 
mechanization ...with peak savings 
and credit afterseven prosperous years 
—with more ahead! No advertiser is 
truly national without this market, no 
national schedule really national 
without this major medium... Any SF 
representative will be glad to tell you 
more about your fastest growing sales 
prospects! SuccessFuL FARMING, Des 
Moines, New York, Chicago, Detroit, 
Cleveland, Atlanta, San Francisco, 
Los Angeles. 


Advertising Age, February 9, 1948 


ing neglected.” 

FCC felt no doubts about the 
general WWDC program schedule 
nor did it feel that horse racing 
programs as handled by the sta. 
tion “in themselves present any 
substantial question.” ; 


Discusses Betting 


The commission said it must be 
recognized from the start that 
the dissemination in  interstat. 
commerce of information concern. 
ing horse racing, including price; 
paid, is not in itself an unlawfy| 
activity under existing federa| 
laws. 

Conceding that many entirely 
legal activities “may be subverte; 
by others to illegal ends,” the 
commission said that horse racing 
result programs ought to be as. 
sessed in terms of the extent of 
detail, the manner of presentation, 
“the identity and interest of the 
sponsor of the _ presentation— 
whether it be a merchandising or 
service enterprise of general char- 
acter, or whether it be an enter- 
prise peculiarly related to the 
practice of wagering on races, such 
as tip sheets.” 

Obtained from regular news 
services, the WWDC programs did 
not deal exclusively -with racing 
information, nor was the _ infor- 
mation “presented with — such 
urgency or in such detail as t 
suggest that it is primarily de- 
signed to be of assistance to those 
who may be engaged in betting o1 
gambling on horse racing (illega 
in the District of Columbia) ,” FCC 
found. 
| 


Rules in WHLS Case 


Only the results and pari-mutuel 
totals are announced, and these 10 
to 15 minutes after race time, the 
commission noted. “And the spon- 
sors of the program appear to be 
reputable-merchandising and serv- 
ice enterprises in the community 
with no connection with betting or 
gambling on horse racing.” 

The previous weekend a sharpl) 
divided commission had ruled that 
WHLS, Port Huron, Mich., was 
wrong in refusing to broadcast, 
because of allegedly libelous con- 
tent, a speech intended as a “re- 
buttal” in a political campaign. 

Recognizing that there has never 
previously been a “clear  pro- 
nouncement” or rule on this is- 
sue, the commission voted, how- 
ever, to renew WHLS’ license. 

“Once they determine to carry 
broadcasts by a candidate, stations 
are obligated to offer, without cen- 
sorship, equal opportunities to use 
their facilities to all candidates,” 
FCC said. 


Congress ‘Occupies Field’ 


Adopting the reasoning of the 
Supreme Court in a recent case 
(Sola Electric Co. vs. Jefferson 
Electric Co., 317 US 173), the ma- 
jority opined that broadcasters 
have no responsibility for libelous 
content in these political ex- 
changes. 

Although the exemption is not 
specifically included in the Com- 
munications Act; “The conclusion 
is inescapable,” the majority said, 
“that Congress has occupied the 
field in connection with responsi- 
bility for libelous broadcasts uncer 
Section 315. 

“Hence, the station, like the te!e- 
graph company in the Sola case 
is relieved by the operation of 
federal law from responsibility or 
libelous material.” 

Commissioner Robert Jones d f- 
fered sharply from his colleagues 
in the WWDC and WHLS cases 
| In voting for renewals of both 
| licenses, he charged that the other 
/commissioners had gone into 0p- 
erating details which were none 
of their business. 

Once it was decided that horse 
|racing programs do not violate te 
law, it was unnecessary to dete'- 
mine how WWDC handled horse 
race news, he declared. 

He classified the WHLS case 
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and account executive, has joined | ciated with Mr. Murphy in the 
Carroll Dean Murphy, Inc., Chi-|1930s, and has been associated 
cago, as vice-president and ac-|for many years with local and 
count executive. He was asso-| national advertising interests. 


Appoints Davis ‘Starts ‘WLS Stand By’ 
Theodore Diamond, Inc., New Station WLS, Chicago, has pub- 
York, manufacturer of glass tops,| lished the first issue of the new 
ventilators, bathroom accessories,| merchandising - promotion pub- 
etc., has appointed Henry L. Davis | lication, “WLS Stand By.” The 
Advertising, New York, to handle publication will be mailed each | 
its account. month to 33,000 leading whole-| 
|salers and retailers in the WLS| 


Appoints Gilbert =——_—=stening area, | g 
Special Machine Tool Engineer- | McClure Rejoins Murphy | art ie EXCESS OF it 


ing Works, New York, has ap- 
pointed Norman S. Gilbert Com-| W. Frank McClure, formerly | «RBC MEMBERSHIP 
GEORGE 1. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


ite | 


pany, New York, to handle its ad-| with Smith, Benson & McClure, 
vertising. | Chicago, where he was secretary | 


Near Crisis at Oxford Paper Company by Tony Barlow 


HORRORS! BECAUSE OF A MISSING 
PIN IT LOOKED_FOR A SPLIT SECOND_ 
AS IF OXFORD DIDNT HAVE 
DISTRIBUTORS IN 48 KEY CITIES. 


ut the Unable to get Congress to clarify 
nedule I the licensee responsibility for libel 
racing J in political speeches, “the majority 
1 sta. now enunciates an interpretation 
1t any ME of the present act in all fours with 
‘ the language of the amendment it 
apparently felt necessary in the 
past to be made law by congres- 
ust be Mp sional enactment,” he jibed. 
t that He claimed that the findings on 
erstate fe libel were in the nature of “dicta” 
ncern which scouts rule-making proce- 
Prices dures spelled out in the admin- 
lawfy| istrative procedures act. 
federal “Who will challenge the major- 
ity opinion?”, he asked. “Surely 
ntirely | not WHLS. 
verted “Since this case involves the 
” the MM grant of a license rather than a 
racing denial, it follows that there may 
be as. never be a judicial review. 
w of Resembles ‘Mayflower’ Rule 
of o “It is ironical that the commis- | 
tion— sion, the champion of fair play, 
ing or m the publisher of ‘the Blue Book,’ 
char. @ should .choose this proceeding to 
enter. Me govern the industry without first 
© the offering every licensee his chance 
s, such @ to be heard.” 
Commissioner Jones’ criticism 
news resembles the criticism of the 
ns did Me famous “Mayflower” decision is- 
racing sued by FCC several years ago. 
infor. fa 12 the course of this decision, re- 
such newing a station license, FCC 
as tof added “dicta” stating the broad- 
y de-j™ casters must not editorialize. 
- those NAB -President Justin - Miller 
ing or hopes to wipe this “dictum” off the 
illegal [| books at a hearing on the “edi- 
” FCC i torializing” issue this March. 

Park & Tilford Promotes | 
autue a Greater Whisky Content © 
ese 1( Park & Tilford, New York, last 
1e, the week released a special advertis- 
spon-(™ ing campaign to promote Park & 
to be Tilford Reserve whisky, - whose 
lalate straight whisky content has been 

; increased 25% at no advance in 
unity, price. The drive spearheads the 
ing or company’s expanded 1948 adver- 

tising budget. 

narply The new drive includes ads 
d that ranging from 1,021 to 450 lines in 
, was 200 newspapers, and color pages 
deast #2 20 magazines. The agency is 
: Charles M. Storm Company, New 
> CON BE York, 
a “re- 
ign. 7 

eer ft Timme Names Waters 

pro- E. F. Timme & Son, New York, 
is ise Manufacturer of Timme Tuft, 
how- im Pure: alpaca pile for outerwear 
- and sportswear, has appointed 

‘ @ Norman D. Waters & Associates, 
carty B} New York, to handle its advertis- 
ations ing. 

t cen- 
to use 
lates,” 
| Outdoor — 
Zz | Sportsman 
; case 
Sas Only Sportsmans Magazine 
e ma- : 
asters (Exclusively Sewing the fi 
yelous S ai 
ex-E Za South aud Southwest 
s not Go the GREAT WEST 
Com- 
usion || SOUTH and SOUTH 
said, For More SALES! 
d the Abundant fish and game . . . thousands of 
ba hus and fields . . . ideal outdoor weather— 
ons! Toda is America’s year-round sportsman’s paradise. 

, *'. more people spend more time fishing, 
uncer ‘ing, camping and boating here than anywhere 

ae arth! And buy MORE ammunition, boats, 
tele- Il —t°1 8 theusena Seber types of aportonin'’s seats 
a than ever before! ; 
a of MANUFACTURERS! 
ty for AGENCY EXECUTIVES! 

ne MORE — tell over 30,000 active, outdoor- 
to fl "> omen Magacies’ ‘Sent’ pon aun 
S d $ ‘e April SPECIAL FISHERMAN’S: ISSUE the, | 
ag es L st, most complete issue of any outdoor maga- | 
ses - pa Bina anny co soentemen of the 15 Southern 
both J Advertising Forms Close March 1, 1948 | 
othe! Write, phone or wire: 
te Norman F. Hall 
none [jo ” North Commerce Street 
Little Rock, Arkansas 
ho! ; ; 
et ee | 


EN we tell you that Oxford 

has important distributors in 

48 key territories from Portland, 

Maine, to Portland, Oregon, from 

Minneapolis to Little Rock, that’s 
only part of the story. 


For these paper merchants are 
more than geographical sources 
of supply. They are an integral 
part of the Oxford distributing 
machinery to supply you with the 
right Oxford paper to do your 
job best. 


So you'll find these merchants 
capable in understanding your 
requirements and matching them 
to one of Oxford’s quality papers 


that will suit your printing needs. 
You'll find they have a selection 
wide enough to satisfy many of 
your printing paper preferences. 


Remember, too, that every Oxford 
paper is top quality in its class. 
High standards are set and main- 
tained because of the high skill of 
our veteran papermakers plus the 


control of 5,000 quality tests of 
each day’s production. 


And behind it all is Oxford’s many 
years’ experience in making over 
a thousand miles of quality paper 
a day. So when you need quality 
paper ideally matched to your job, 
call in your nearest Oxford paper 
merchant. ; 


Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine Enamel, Maineflex Enamel Offset, 
Maineflex C1S Litho, Mainefold Enamel, White Seal 
Enamel, Engravatone Coated, Carfax English Finish, 
Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 


DISTRIBUTORS 
in 48 Key Cities 
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' Advertising Agency will be liqui- 


Charles D. F rey 
to Close Agency 
After 38 Years 


Cuicaco — Charles Daniel Frey 


dated April 30, bringing Mr. Frey’s 
agency career to a close after 38 


years. ‘ 
Several clients of the agency 
said Mr. Frey’s announcement 


took them by surprise. Apparently 
most are waiting to learn whether 
other executives of the agency 
will continue togéther in a new’ 
agency. before casting about for 
someone else to handle their ad- 
vertising. 

The clients include Pullman- 
Standard Car Mfg. Company; Chi- 
cago & Eastern Illinois Railroad; 
Morton Mfg. Company. (kitchen 
cabinets, railroad equipment); 
Easterling Company (sterling sil- 
ver); Coopers, Inc. (men’s wear), 
etc. 


uF. 


MAGAZINE 


1,3000,000 


SUBSCRIBERS ADDS UP TO 
A BIG CONSUMER MARKET 


Most of these 1,300,000 Foreign 
Service subscribers are in the 20-35 
year age.group, according to a re- 
cent Starch Survey. This group is 
in the market for everything from 
homes to sporting goods. The 
Starch Survey proves that subscrib- 
ers read Foreign Service thoroughly 
and believe in it. Put your service 
or product before this veteran mar- 
ket with advertising in Foreign 
Service. You'll get results every 
time! 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 


need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


SS SRT en: SAREE sieges ven or 


Mr. Frey was a pioneer in de- 
velopment of the commercial art 
studio. In 1921 he established his 
agency and served many national 
accounts, including Pullman Com- 
pany, Crane Company, Simmons 
Company, Marshall Field & Co., 
Household Finance Corporation; 
Karpen furniture; S. C. Johnson 
& Son Company, Chicago Tribune, 
etc. 

Mr. Frey announced that he is 
retiring from agency work to de- 
vote his entire time to other varied 


was: 


interests. The agency will make an | sn 
announcement shortly concerning | Appoinis Hertzler 


the plans of its clients and per-| Ruth E. Hertzler, former staff 


sonnel. /assistant in the advertising de- 


partment of American Viscose 
_—__—— _Corporation, New York, has joined 
Appoinis L enhart Wellington Sears Company, New 


York, as an assistant to Leonard 
Robert B. Lenhart, formerly | Smith, advertising manager. 
a See tae _ the Le- tier anata MS 

ig ortlan ement Company, . 
Pittsburgh, has been appointed Brierley Names Agent 

sales manager of the Gravel’ ‘Brierley Crystal, manufactured 
Products Corporation, Buffalo,| by Stevens & Williams Ltd., has 
succeeding Norman Huber, who! appointed Williams & Thompson, 


i has resigned. New Yerk, as its exclusive Amer- 


Advertising Age, Feorudry 9, 


ican wholesale agent and dis. 
tributor. Williams & Thompson jg 
a new firm recently set up by the 
officers and directors of Cope and 
& Thompson, wholesale agen: for 
Spode china. The two busin, SSes 
will operate together at 206 5t) 
Ave., New York. 


To Garfield & Guild 


Thrifty Mix Corporation, maker 
of ready mixed flours, has ap- 
pointed the Los Angeles office of 
Garfield & Guild, Advertising. to 
handle its advertising. 
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McGRAW-HILL PUBLICATIONS 


Headquarters for Industrial Information 
330 West 42nd Street—New York 18, N. Y. 
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CPOTUAT 


af Chain, 
Meredith Acquire 
KSO, Des Moines 


Des Mornes—Station KSO, 
5,.00-watt CBS affiliate here, has 
been sold by the Kingsley Murphy 
in'erests of Minneapolis to the Tri- 
States - Meredith Broadcasting 
Company, subject to FCC ap- 
proval. 


[he Tri-States Theater Cor- 


poration, a Paramount Pictures 
affiliate operating 52 theaters, and 
Meredith Publishing Company, 
publisher of Better Homes & Gar- 
dens and Successful Farming, 
jointly own the purchasing com- 
pany. A. H. Blank, president of 
the theater company, is president 
of the broadcasting company, and 
Fred Bohen, president of Mere- 
dith, is vice-president of Tri- 
States-Meredith. 

G. Ralph Branton, general man- | 
ager of the theater company, will | 


serve as managing director of the 
station, and E. T. Meredith Jr., 
general manager of the publishing 
company, will be assistant man- 
ager in charge of public service 
programming. 

The new company has made 
preliminary studies looking to- 
ward establishment of television 
facilities. : 


Goodridge ‘+ Siegel 
Dorothy Gsvdridge, formerly 
advertising and promotion man- 


ager Of Saba of California, Inc., 
Los Angeles, has been named 


Tigre Poe eo Mele CUNT ee Seren a 


sales promotion director of B.) 
Siegel & Co., Detroit. At one time) 


she. was advertising manager of. 
Siegel. 


Names Simmons inal Zinn | 
Martin J. Simmons, formerly 
circulation manager 


of See &') 


Hear, has joined Collegiate Maga- 


zine, Chicago, in the same capacity. | 
Mary S. Zinn, formerly editor-in- 


chief of Chicago Review, has been | 
named associate managing editor. 


WHITE SPACE 


handle with care! 


“Consider the - is a good maxim to keep in mind—whether 


you “gs | to him a billet doux to a lady-friend, or fill a valuable piece 


beWtindled with care. Filling it calls for an intimate insight of your 
. Pproducts’ features and their application to your market. Making white 
space produce requires an interesting story . 
your pe own. interests. 


.. convincingly told in terms or 


selected business papers set the stage for you and, provide the audience. But 
the show is yours. And the return on your investment depends 


on how well you tell your story. 


Advertising in a-McGraw-Hill publication with a’story geared 
to your product and to your prospects provides 


a profit-producing combination 


MEADQUARTERS FOR INDUSTRIAL INFORMATION 
> —_—_— _-—_— = 


ASK YOUR McGRAW-HILL MAN for our 28- 
page book, “10 Basic Copy Themes”—a thorough- 


going analysis. of the various types of copy 


— 


used by Business Paper Advertisers. 


‘ 


that’s hard to beat. 


And that’s the only way you can make advertising produce the kind of product 
acceptance and customer confidence that leads to more sales. Properly 


FULL 
GROCERY 
TRADE 
COVERAGE 


Concentrated in 
Key Markets through 


THE 
GROCERS’ 
SPOTLIGHT 


TOTAL CIRCULATION 
35,000 


Covering retail grocers 


(independents, chain, 
super) 
wholesale grocers, other 
suppliers, food brokers. 


MICHIGAN 
EDITION 


13,000 


100%, coverage 
of Michigan Market 


_ OHIO 
EDITION 


(First issue March 19th) 
14,000 
100°, coverage 
of Ohio Market 


INDIANA 
EDITION 


(First Issue June 25th) 
8,000 
100°, coverage 
of Indiana Market 


America’s Favorite 
Food Industry 
Newspaper 


Used by nation’s 
leading manufacturers 
and distributors 
for direct grocery 
trade contact 


Rates in S. R. & D. 


Send for Sample Copies 


THE GROCERS’ 
SPOTLIGHT 


Executive Offices 
717 Fox Bidg. 
Detroit 1, Michigan 


Cleveland Office 
844 Engineers Bidg. 


ete occa gE pcan aN A tae i Sey See tT Meee ek TSO PE or Seal eh ee ere oe eo Oe as : Ee ea Ere eT 
ee — = eee pbs oe I aed aie Rei core yi wetter de. ac ial: a rN eee al ism ete cis, cs i a Ni aie 
1 is 
and “a . 
fe ee | 
Ses ; ; 
44 
ker 7 
ap- 1 aie 
of ; 
| : | ae ! 
| He 
% 
ee eas a 
ey ie ee 
7 | i ‘an . , . 
i / OC mor y 7 y> should a 
zs —_ 
eeFe ' = 
7) = 
‘ F a 
en " 
a ; 
, : 
> | 7 | . 
oe sea! . \ ; ~ : ' aa 
d ~ f : ee . | aM 
* 2 a 
| P | ers ; 
ee 
4 3 
f | a 
|, ———— Pol 
| Be 
a 
| | : ee | 
. - Ee . 
Po | 
} 
’ " 


Nowhere Else | 
can you pick your markets— from 1 to 10— exactly as you like. 
_ Nowhere Else t 
can you sponsor such a star-studded cast of writers and artists. 


Nowhere Else 
is advertising so rigidly limited to assure spotlight visibility. | 
Nowhere Else : 


does such magnetism of local entertainment news draw people 
to your advertising. 
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COVERING 10 MAJOR MAF 


New York Journal-American Chicago Herald-American 


(OUGH THE SUNDAY IssuEs OF 


3 


Baltimore American *Milwaukee Sentinel ° 

Pittsburgh Sun-Telegraph Boston Advertiser 

Detroit Times Los Angeles Examiner 

(*Milwaukee Sentinel represented for Pictorial Review only) y 


Represented Nationally by HEARST ADVERTISING SERVICE } 
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Rocky Mountain 
Radio Group Votes 
‘Self-Support’ 


’ DENvER—A _ $7,500 kitty was 
voted by Colorado radio stations 
last week as the Rocky Mountain 
Radio Council ended its founda- | 
tion-subsidized program and set) 
out to make itself self-supporting. 
The program, prepared by Allen 
B. Miller, one-time director of the 
University of Chicago Round Table 
and now director of RMRC, calls 
for the following additional an- 
nual revenues: $12,000 from fees 
for private recordings by individ- | 
uals and regional businesses; $10,- 
000 from participating educational 
institutions as has been subscribed 
heretofore; the $7,500 station kitty, 
and $5,000 from fees for produc- 
tion of special programs. : 
Up to now, RMRC has been 


¥, 
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‘SALES MANAGERS 
O7< ADVERTISING MEN 
RESEARCH PEOPLE 


Hammond's BUSINESS SURVEY 
ATLAS of the United States. A 
tremendous work-saver in outlining 
territories, routing salesmen, estab- 
lishing quotas, recording sales fig- 
ures, referring inquiries to proper 
agents, planning campaigns. 


With special colored china- 
marking crayons (supplied 
with Atlas) mark and record 
right on the cellophane coated 
Outline Maps and Tabulation 
sheets. When changes occur 
wipe out markings with dry 
cloth. Always an up-to-date 
picture before you. 


168 pages of maps. Two of every 
state — one ‘packed with detailed 
information — the other, the cello- 
phane coated Outline Map, show- 


1000. Also special sales record 
sheet; population indexes; Airway, 
Railway and Highway maps with 
mileages. 


 Ring-bound between tough maroon 
leatherette stiff covers, 1234" x 
1034". Opens flat for easy refer- 
ence and marking. $12.50 each. | 


| 
; 


EXAMINE FREE 
RETURN IF DISSATISFIED 


r C. S. HAMMOND & CO., Suite 905 
305 E. 63rd St., New York 21, N. Y. 
Let me take a 10-day look at this Business 3 


I 


Survey Atlas. If it's all you say it is I'll 
remit $12.50. If not I'll send it back and 
owe you nothing. 


largely, if not entirely, the focal 
point for the preparation of canned 
programs from educational insti- 
tutions. In the expanded program, 
it was reported, RMRC will seek 
to help public service organiza- 
tions like the Red Cross locally. 


Would Do Commercial Shows 


If advertising agencies | request 
RMRC to supervise and build 
commercial shows, it may do so, 
Mr. Miller said. So far, RMRC 
has not built strictly commercial 
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shows though it has garnered sub- 
stantial revenue from recording 
services to commercial organiza- 
tions. 

RMRC is’a non-profit organiza- 
tion. Under the station “kitty” 
arrangement, a maximum of $7,500 
will be subscribed on a pro-rata 
basis to RMRC from the 15-odd 
stations. in Colorado currently 
affiliated with RMRC. If other 
revenues, plus reasonable sums 
for reserves, make the full sub- 
scription unnecessary the stations 


will get pro-rata rebates. The 
present slate of officers of the 
council for 1948 includes W. D. 
Armentrout, Colorado State 
Teachers College, president; H. M. 
Crain, Colorado School of Mines, 
secretary, and Clarence C. Moore, 
Station KOA, treasurer. 


Two Join Aldridge 
Joseph E. Foley, formerly sales 
promotion manager of Hollings- 
head Corporation, and Walter J. 
Werbos, formerly with Leed & 


~delphia. 


Northrup Company, have j. ined 
A. E. Aldridge Associates, P \j),_ 
Mr. Foley will hindje 
sales promotion and Mr. W: rb. 
will be a technical copywrit«: 


Two Name Clements 
G. & W..H. Corson, Inc., lime 


manufacturer, and Cordol C, rpo- 
refractory manufacture 


ration, 
have named the Clements (Com- 


pany, Philadelphia, to handle {he}; 


advertising. Business papers. 4j. 


rect mail and dealer sales },e}p; 


will be used. 


. 
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If you're hatching plans that call for increased advertising productiveness, consider the 


fertility of the nest egg offered you by Woman's Day: In 1948, Woman’s Day's 
more than 3,000,000 housewives and mothers will spend more than $11,637,000,000 
satisfying the appetites of their collective families . . . 
| $4,462,000,000 for Food and Tobacco 
$1,795,000,000 for Clothing, Accessories, Jewelry 


$ 188,000,000 for Toiletries and Beauty Parlors 
$1,459,000,000 for Household Operation 


$ 140,000,000 for Drugs and Appliances © 


4-3 


In Woman’s Day you can hatch this egg at the lowest page rate per thousand of any 


women’s service magazine. Equally important, your advertising will be incubating 


compound reader interest thanks to an editorial vitality that produces the greatest 


“single copy sale of any magazine in existence; an editorial vitality that has pulled 


more than 600,000 reader letters and more than 700,000 requests for instructions 


(without advertising influence) in a single year . . . from the greatest concentration of 


price-conscious, economy-minded women in these United States. . . 


and 71% of them in cities of 10,000 and over. 


Advertisers who count costs court women who count pennies. 


because buying is a woman’s business: 
ae Womans Day is never done ) 
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ABC Tells Video 
Plans; Promises 

= - Fd 
5 on Air in “48 

New YorK— American Broad- 
casting Company expects to have 
five television stations going by the 
end of 1948. 

The first, WENR-TV, Chicago, 
will begin operating Sept. 1, under 
present plans (AA, Feb. 2). It 
is expected at ABC that its De- 


troit station will open for business 
in November, Los Angeles and 
San Francisco stations in Decem- 
ber and the New York video sta- 
tion later the same month. 

ABC operates AM stations in the 
five cities and FM stations in all 
except New York. 

The network hopes to form a 
national television network even- 
tually. By next year it expects to 
have the Chicago and Detroit, Los 
Angeles and San Francisco, and 


|New York, Washington, Baltimore 


and Philadelphia video stations 


‘hooked up in three temporary re- 
gional chains. 


IVC Appoints Agency 

The Ives-Cameron Company di- 
vision of American Home Prod- 
| ucts Corporation, New York, has 
appointed Wiley, Frazee & Daven- 
| port, New York, to handle adver- 
tising for International Vitamin 
|division’s IVC . pharmaceutical 
products in the general and med- 
i ical field. 


It's ‘Homecoming 
Year,’ DeSoto 
Reminds Owners 


DEtTroIT— With the theme, 
“Make 1948 homecoming year,” 
DeSoto division of Chrysler Cor- 
poration will launch a nationwide 
program to win DeSoto and Ply- 
mouth car owners back to the com- 
pany’s dealerships for service, 
parts and accessories. 


_—_o 


received 5, 


lent showing.” 


Found Money 


“This is to advise you that we* have 


698 replies ta our last adver- 


tisement in Woman’s Day which brings 
our cost per individual inquiry down 


to 19 cents. We consider this an excel- 


*Namie upon request. 


The program, patterned after 
Chevrolet’s “Bring them back to 
Chevrolet” and Ford’s “Bring your 
Ford home to your Ford dealer,” 
will run throughout 1948. In an 
incentive campaign, 
stimulate the interest of dealer- 
ship employes, the company will 
award “thousands of prizes” for 
securing new customers. 

Roy W. Utley, head of DeSoto’s 
service department, said it will 
furnish field men and dealers with 
campaign ideas, including dealer 
promotion kits containing samples 
of mailings to employes; wall 
posters and banners; suggested 
letterheads for use during the 
“homecoming year’; contest ac- 
count sheets, and a prize catalog. 


Plugs New Chewing Gum 

O-Pee-Chee Company, London, 
Ont., is using daily newspapers in 
Canada to introduce two new fla- 
vors of Thrills chewing gum— 
spearmint and peppermint. Mc- 
Guire Advertising, Windsor, Ont., 
is the agency. 


(Advertisement) 


Ask Media Men 
About the 
Business Market 


By E. S. Pratt, 
Vice President 


La Roche & Ellis, Inc. 


If you just can’t help having 
your own personal hunches, then 
you really need the independent 
recommendations of your media 
man as a checkup on your indus- 
trial and .commercial marketing 
plans. 


The media man has a hard- 
boiled, scientific approach to the 
sales problems of a hard-boiled 
field. He studies your problems 
thoroughly and creatively. 


He uses all the available statis- 
tics and case histories (there’s not 
enough useful data, we all agree). 
He knows the coupon returns and 
sales results from other marketers 
in the same field. -He may even 
make a survey of his own if the 
problem demands it. 


Your media man analyzes the 
claims and editorial impact of 
competing publications. He weighs 
one media group against another 
for the specific reader interest in 
your own advertising message. 


He may even bring an entirely 
new concept into your marketing 
program through his wide experi- 
ence in many fields. 


For instance, media men today 
are enthusiastic about the mass 
technique in business advertising. 
This method, borrowed from the 


service widely known and under- 
stood throughout the _ business 
| community —so that’ no prospect 
will escape your sales story. 


Whatever your problem, bring 
the media man into your plans— 
and you may learn a great deal 
about marketing to business men. 

a Bo 


This column is sponsored by 
Nation’s Business to promote the 
| use of a “mass technique” in sell- 
_ing the business market of Amer- 
ica. 
| Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,310,000 
executive subscribers, over 15 mil- 
lion pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 

: Net Paid Circulation B&W Bage 
Natidn’s Business... .600,000.$3,000 
, United States News.300,000 2,400 
Ae 235,000 2,750 
Business Week..... 175,000 1,575 

We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 


able. Nation’s Business, Washing- 
ton, D. C. 


designed to 


consumer field, gets a product or, 
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Ups Lersch, Names Nash 


Peter S. Lersch, manager of the 
Chicago office of the Philadelphic 
Daily News, has been named as- 
sistant advertising manager, with 
headquarters in Philadelphia. 
Archie L. Nash has been appoint- 
ed to succeed Mr. Lersch in Chi- 
cago. 


Rominger Agency Formed 

E. E. Rominger, formerly head 
of the Dallas office of Bozell & 
Jacobs, has established the Romin- 
ger Advertising Agency in Dallas. 
His offices are associated with 
those of E. Paul Jones, public re- 
lations, at 303 Southland Annex 
building. 


O. A. FELDON 


Publishers’. Representatives 


185 North Wabash Avenue 


Chicago 1, Ill. 


& ASSOCIATES 


Dearborn 5273 


Cigarets, Autos, Foods 


Lead Video’ 


Eight Use Time 
on NBC Network; 
WPTZ, WBKB Lead 


By MAURINE BROOKS 


New YorK—While industry 
prognosticators make _ fabulous 
predictions for television’s tomor- 
row, more and more national ad- 
vertisers today are quietly putting 
their money into sight and sound 
broadcasting on 18 stations in 12 
cities of the United States. 

Automobile manufacturers, cig- 
aret makers and food companies, 
for the moment at least, are tele- 
vision’s best customers. In this 
category, too, must. be placed the 
U. S. Rubber Company, one of 
video’s earliest supporters, and the 


. “Dry” Oklahoma 


a 


More than 95% of Oklahoma City’s 
families buy coffee and at the rate of 
three pounds per month. 
like to know whose coffee? At what 
price? Where purchased? ° 


Folks drown their troubles zz | 


Would you 


The standard quarterly tabulations 
indicate with extreme accuracy the 
share of market, percentage-of families 
buying, units purchased, price paid, 
dollar volume and place of purchase. 


This information is yours for the asking. 


Coffee is one of 40 food and drug 


classifications measured on a continu- 
ing basis in the Oklahoma City Con- 
sumer Panel, a new and scientifically 
constructed sounding board planned 
and set up by Audience Surveys, Inc., 
under the supervision of Drs. Raymond 
Franzen and Paul Edwards with the 
counsel and support of a dozen top- 
ranking research specialists in agency 


and advertising circles. 


If you are interested beyond these 
figures we are prepared to help you 
dig deeper ... to place before you 
vital figures on brand switching, pur- 
chases by age, income and racial 
groups—in fact almost anything you 
may require to guide your merchan- 
dising plans in Greater Oklahoma City. 
Ask us about the possibilities of this 


Special service. 


THE OKLAHOMA PUBLISHING CO.: The Farmer-Stockman —WKY, Oklahoma City—KVOR, Colorado Springs 


KLZ, Denver and WEEK, Peoria, 


ets’ 


Affiliated in Management — REPRESENTED BY THE KATZ AGENCY, INC. 


s Sponsors 


| Gillette Safety Razor Corporation, 
pioneer user of network television. 
Three motor car ‘companies are 
purchasing time on several stations 
regularly, and four cigaret pro- 
ducers have television on their 
1948 budgets. Swift & Co., which 
pays the bill for Tex and Jinx’s 
daily session from WNBT, New 
York, was the first sponsor to air 
a network television show. Kraft 
Foods Company televises a full 
hour dramatic production Wednes- 
day nights over the full NBC video 
network of WNBT; WNBW, Wash- 
ington; WPTZ (Philco), Philadel- 
phia; WRGB (General Electric), 
Schenectady; WBAL-TV (News- 
Post), Baltimore. 


GF ‘No. 1 Researcher’ 


General Foods Corporation, 
‘vivose telecast schedule includes 
yart of the sporting events from 
Madison Square Garden over 
WCBS-TV, New York, via Benton 
_& Bowles, and “Author Meets the 
_Critics” over WNBT via Young & 
Rubicam, rates as video’s number 
one researcher. All advertisers can 
utilize the findings of the com- 
/pany’s $10,000 survey to determine 
the, television audience composi- 
tion and reaction in the New York 
| area. 

One of the first automobile man- 
|ufacturers to experiment with the 
|new medium, the Ford Motor 
‘Company, through J. Walter 
_Thompson Company currently car- 
ries sports telecasts over WCBS- 
_TV: KTLA, Los Angeles, and 
_WBKB, Chicago. In addition it 
will again televise part of the 
Dodgers and the Washington Sen- 
‘ators baseball games—and con- 
‘tests of St. Louis and Chicago 
clubs if rights to the latter can be 
_ obtained. 


K-F a Big Spender 


Kaiser-Frazer Corporation only 
,recently moved into television, but 
/with a purchase which places it 
/among the top spenders. The com- 
-pany’s “Amateur Hour,” produced 
‘by the original Major Bowes staff 
‘on the radio format, is telecast 
‘over the DuMont Network. This 
‘station list includes DuMont’s 
owned and operated outlets in New 
‘York. (WABD) and Washington 
|(WTTG); WMAR (Sun), Balti- 
/more, and WFIL-TV (Inquirer), 
‘Philadelphia. 
| Kaiser-Frazer plans to increase 


its coverage by teletranscribing the | 


program and rebroadcasting it on 
‘other outlets at a later date. Time 
‘for K-F was bought through 
Swaney, Drake & Bement. 

| Meanwhile, the auto maker is 
‘publicizing the “Amateur Hour” 
‘with a touring television bus which 
visits dealer show rooms through- 
out the country. Special telecasts 
will be staged for potential cus- 
tomers, many of whom may never 
have seen television before. 


Reynolds Starts Soon 


Two General Motors divisions— 
Chevrolet, a veteran user, and 
Oldsmobile, a newcomer—are on 
television’s roster of sponsors. 
Oldsmobile recently signed via 
D. P. Brother & Co. for a 10-min- 
ute weekly newsreel over WNBT. 
Chevrolet’s current program in- 
cludes a 20-minute news film over 
‘five stations and an Olympic film 

series for which time on eight 
stations was cleared through 
'Campbell-Ewald Company. 

As of Feb. 16, the R. J. Reynolds 
Tobacco Company joins the ranks 
of video’s most liberal spenders. 
On that date Camel will begin air- 
ing a 10-minute 20th Century-Fox | 
Movietone newsreel over the five- | 
station NBC network. William Esty 
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| Company is the agency. 
American Tobacco Company and 
|its agency, Foote, Cone & Belding, 
/showed the industry what can be 
‘done with television commercials 
\when something more than hap- 
hazard production techniques re 
used. Lucky Strike spots—wel] 
photographed and carefully staged 
for strong sales appeal—appear on 
the logs of KTLA, WBGK, WRGB, 
WCBS-TV, and WMAL-TV, Wash- 
ington; WSD-TV, St. Louis, and 
WWT-TYV, Detroit. 

Next baseball season ‘Liggett & 
Myers will spend a sizable sum 
to bring New Yorkers the Giants 
games over radio and television. 
Selling price of rights, according 
to the Herald Tribune, was $250,- 
000. It ‘was estimated that time 
and announcers’ fees. will cost an 
additional $400,000. WMCA will 
broadcast the meets and’ WNBT 
will televise them. Newell-Emmett 
is the agency. 

Newest sponsor on NBC’s net- 
work is Brown & Williamson To- 
bacco Corporation, which has a 
five-minute film spot for Kool 
cigarets on Friday nights. The 
contract was signed through Bat- 
ten, Barton, Durstine & Osborn. In 
Chicago the manufacturer sponsors 
regular basketball telecasts 
through Russel M. Seeds Company. 


Phenomenal Growth 


Alert to avoid losing any of its 
sporting franchises, Gillette Safety 
Razor Company, long an outstand- 
ing sponsor of sports broadcasts, 
was an early comer to television. 
Viewers along the eastern coast 
may tune in fights from New York 
twice weekly over the NBC net- 
|work thanks to Gillette, which 
foots the bill through Maxon, Inc. 
This company was co-sponsor with 
Ford of the first televised World 
Series in 1947. 

Television’s ability to attract ad- 
vertisers increases in proportion 
to its circulation growth, which 
has been phenomenal during the 
last several months. Some spon- 
sors are scheduling video programs 
now in order to have a favorable 
time spot when the medium be- 
comes nationwide and a must for 
advertisers. Others took an early 
dive into sight and sound broad- 
casting to obtain television ex- 
perience at a relatively low cost, 
then sat back to wait until video 
came of age. 


Bristol-Myers to Return 


A noteworthy example is Bris- 
tol-Myers, which dropped video 
last fall with the promise to re- 
turn when the cost of sets went 
down and the number of listeners 
went up. Borden Company dis- 
continued television at about the 
same time to study the medium in 
relation to advertising expendi- 
tures. 

Network telecasts on NBC as 
of Feb. 5 numbered eight against 
two for DuMont and one for CBS. 
Programs on NBC’s schedule, in 
addition to those already men- 
tioned: Kelvinator division of 
Nash-Kelvinator Corporation 
(Geyer, Newell & Ganger), 15- 
minute cooking show once weekly 
over five stations; Gulf Oil Com- 
pany (Young & Rubicam), “You 
Are an Artist,” 15 minutes weekly 
over three stations, and U. S. 
Rubber Company (Campbell- 
Ewald), 15-minute film weekly 
over three stations. 


List 4 ‘Most Booked’ 


U.S. Rubber will be Columbia’s 
first network client, having signed 
to televise the National Sports- 
'men’s show from Grand Central 
Palace in New York on Feb. 14 
/and 21. Time has been cleared on 
WCBS-TV, WMAR, WMAL-TV. 
WCAU-TV, Philadelphia, will be 
added if the station is on the air 
by that time—which would bring 
the number of commercially op- 
erating stations to 19. 

During a typical week in Janu- 
ary a survey by ADVERTISING AGE 
‘showed WPTZ, Philadelphia; 
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FOR WASHDAY CHORES — Bendix 
Home Appliances, South Bend, opened 
a national campaign for its new auto- 


Nourse Sees ‘48 
Prospects Bright 
If Crops Are Good 


Cuicaco—Continuing high levels 
of business and industrial activity 
in 1948 were forecast recently 
by Dr. Edwin G. Nourse, chairman 
of the President’s Council of Eco- 
nomic Advisers—if the crops are 
good. 

That is a big “if,” however, said 
Dr. Nourse, who addressed the 
annual economic conference spon- 
sored by the Chicago chapter of 
Chartered Life Underwriters. 
“Serious failures of corn and 
wheat alone would have damaging 
repercussions throughout our en- 
tire economy,” he contended. The 


size of food harvests in 1948 and 
future years is the key to holding 
down inflationary trends, he said. 

When asked if the Marshall 
Plan is inflationary, Dr. Nourse 
replied: “It is definitely not de- 
flationary.” However, he asserted 
that while it would be a drain 
on our economy, involving ship- 
ment of one-third of the wheat 
crop, all commitments could easily 
be met from a reasonably good 
crop year. A bad year, he ad- 
mitted, could change the picture 
“considerably.” ‘ 


Goldgar Gets Two 


Marboro Books and Shapiro & 
Son Curtain Corporation, New 
York, have appointed Mike Gold- 
gar Company, New York, to 
handle their advertising. 
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Rodgers Joins Katz 

Evans Rodgers, formerly civic 
affairs manager of the New Or-|director of public relations of 
leans Item, has joined Joseph Katz | United Distillers of America, New 


Helen Wilcox Resigns 


Helen J. Wilcox has resigned as 


Company, Baltimore agency. York. 


NEW LOCATION — 400% EXPANSION 
Midwest’s largest and best equipped plant for designing 
and manufacturing display advertising and quantity signs. 
Over 3 


of quality service to the advertising field. 


AMERICAN 
DISPLAY 
STUDIOS 


359 W. HUBBARD ST., CHICAGO 
Call SUPerior 5484 


FINISHED PRODUCTS 


Convention exhibits and trade 
show displays designed, pro- 
\ duced and installed. 


matic dryer with this page copy in The 

Saturday Evening Post, and will also 

use pages in Good Housekeeping, 

Ladies’ Home Journal and McCall's. 

Tatham-Laird, Inc., Chicago, is the 
agency. 


WBKB, Chicago; WNBT, New 
York, and KTLA, Los Angeles, 
attracting the greatest number of 
sponsors. This was a mere count 
of the number of advertisers, many 
of whom were paying only for spot 
announcements; hence this does 
not mean that the above stations 
were on the air more or had more 
time sold than others—particu- 
larly their New York eutlets. 


Range from 24 to 7 Each 


WPTZ topped the list with 24 
sponsors, many of whom were spot 
users. Next in line was WBKB 
with 23 advertisers—all except 
eight paying for programs of some 
length. WNBT had 18. Some 17 
advertisers — the breakdown be- 
tween program and spot users was 
about even—were buying time on 
KTLA. 

Advertisers on other stations, 
according -to AA’s informal check, 
numbered approximately as fol- 
lows: WNBW, 16; WWJ-TV, 16; 
WFIL-TV, 15; WMAR, 14; WSD-- 
TV, 14; WCBS-TV, 11; WTMJ- 
TV, Milwaukee, 
9; WRGB, 9; WABD, 8; WTTG, 7. 

Schedules for WLW-TV, sched- 
uled to start paid telecasts on 
Feb. 1, and WEWS, Cleveland, on 
the air since Dec. 16, and WBAL- 


TV, newest of the commercial |. 


stations, were not available for the 
study. 


‘Modern Industry’ 


Advances Merrill 


Harwood F. Merrill, editor of 
Modern Industry, has been elected 
a vice-president of Magazines of 
Industry, Inc., which publishes the 
magazine. Mr. Merrill will con- 
tinue to edit the magazine and 
will head the company’s editorial 
board. 

Eldridge Haynes was reelected 
president, and Alvah B. Wheeler, 
who resigned as vice-president to 
retire, was reelected as a director. 
Frank Egner, president of Funk & 
Wagnalls Company, was elected a 
director, replacing J. F. Byers Jr., 
who resigned. Other officers and 
directors reelected include Ar- 
thur W. Pearce, secretary-treas- 
urer; Thomas Hanly, assistant 
treasurer, and Mary Larkin, as- 
sistant secretary. 


10; WMAL-TV, | 


Mary Brown Joins Ayer 


Mary L. Brown, former presi- | 


dent and director of the Institute 
of Models, New York, has joined 
Harriet Hubbard Ayer, New York, 
iS assistant to Elinor G. McVickar, 
lirector of merchandising, promo- 
‘ion and advertising. Miss Brown 
was previously with Primrose 
House, a subsidiary of the Bar- 
basol Company, as publicity and 
promotion director. 


Elects Youngstein 

Max E. Youngstein, director of 
advertising of Eagle-Lion Films, 
New York, has been elected presi- 


. 


The News-Post is the only paper that goes into more than half 


of Baltimore’s 398,994* homes every evening. 


Today you need the News-Post’s 52.3% coverage more than 


ever, for in Baltimore’s Metropolitan Districts the number of 


workers increased more than 129,000 since 1940. 


To be sure you’re covering all of this bigger—richer Baltimore 


—be sure you’re in the News-Post. 


*Based on Current Population Reports of Bureau of Census, April 1947 


| Ist in circulation in the 6th largest city 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


dent of Associated Motion Picture | 


Advertisers, Inc., for the one-year 


period beginning in May. 
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Business Papers’ Industrial a aes ag gs JANUARY BUSINESS PAPER ADVERTISING VOLUME 
15,988 pages, 1% down from 4 These figures, compiled by Industrial Marketing, must not be quoted or reproduced 
V ] 143 in January, 1947. Trade pub-| without written permission. Unless otherwise noted, all publications are monthlies 
Januar y ie) ume lications carried 6,951, up 2.3% and have standard 7x10-inch 7 pages. 
ages ages 
U b 73 Pa es from 6,795 pages. - 1.803 1948 1947 1948. «1947 
P f g Export publications ran 1,8 sa Group wa aa Constructor tg tenes onc 54 
. ero | Pa a ontractors ngineers 
Curcaco—Business paper adver-| Pages, up 3.4% from 1,735 a year | Aero, Digent vee s- sesso: *26 + *86| Monthly (9%x14) ...... 57 63 
tising started out this year on al-|@g0, and class publications had a American Builder ........ wy 99 | Dairy Record .....-....-. tse ss ties 
i merican Pith khed'& o000 : 
most the same level as a year ago,| gain of .only four pages (2,269 | American City, «|... Diesel Progress (Si4x11).. 46 58 
Industrial Marketing’s monthly| from 2,265) for an 0.2% increase. = (bi-w.) pyrene *sil¢58 *$606 | Drug & Cosmetic Industry *123 “138 
° ae erican Frinter ......+. 
tabulation of pages of advertising| Of the 231 business papers in | (memean ‘chemistiy |... an s2 | Electric Light & Power... 68 58 
in th edium shows the four groups, 128 showed gains, | Architectural Forum ..... 128 94 | Electrical Construction 
in the m : Architectural Record 9126 100 Maintenance ........... 116 96 
Only 73 pages separated Jan- 96 showed losses, five were even pees gg Aa nao Electrical South qe eae 38 49 
; isi were newcomers since Nee ectrica Be Stes chs 4 
uary business paper advertising wae ee. weet : Avietian Wiptaionahes ks) "37 *{6 | Electrical World’ (w).... 300 245 
volume from January a year ago.|January, 1947. an ae... a6 sg | Electronics 3... es 171 189 
The 27,011 pages carried last Rokers'_ Helper (bi-w.)... lass a , ~~ yy Ree Rrareneen Py. 13 100 
i . A Fn Oy ad mateeton is Engineering News - Record 
month represented a0 Oo eme| Fe Underwriters Better Roads ..... te ee oe ae a ae “300 “$856 
over 26,938 carried in the same)? inch Campaign Brick & Clay Record...... *47 *45 Poor eye apse sods : a 
month last year. . .__ | Bus Transportation ...... 139 $158 | Factory Management & — ‘ 
-The -National Board -of--Fire|ButanePropane News ... 98 85 | Maintenance ........... 220 228 
Z Pyar - - Fire Engineering ........ 34 36 
Underwriters, New York, within Canner (w), sagans sant a Sigas0 fies > Sly -eomepnmellitidad tala tada 118 116 
: ‘amic vy eee eee 
the next few weeks will launch a/ Giemical & Engineering Food Industries PO 134 158 
eee |fire prevention campaign based; News (w.) ...........: 104 100 Bead Processing Preview. - 41 22 
fume jon loss of life by fire with two-|Csemical Engineering .... 1270 255 | Foundry ..........00-.0.. “101 *18 
vrerrTE color ads appearing in Country | Chemica! Processing Pre- eee paneserseeseeee. 46 46 
MARKET Gentleman, Farm Journal, Life, cove hdlacactce LSA os or me! ea . + glad i9 1 
wees (Look, Successful Farming and| Goal Age ................ 126 102} Conditioning ...... aa 159 
The Saturday Evening Post. Commercial Cor Journal. . 196 178 | Heating & Ventilating.... 76 69 
: nstruction Diges 
—. ag J. M. Mathes, | *°Gi-w.) oc. ccsceceee 75 *145 | Ice, Cream gg 8 bi 
Inc., New York. Construction Methods 116 116 | Chemistry (two editions) 108 118 
Industrial Finishing 
| ere 76 82 
° ‘ Industry & Power........ 130 104 
Te” Et Pa *§\\t665 *§t703 
Machine Design .......... *183 *181 
Machine & Tool Blue Book 
Ce nen a's 44.05 4.4:8 6.6 264 268 
Per eer oak s 272 293 
Manufacturers Record ... 30 $104 
Marine Engineering & 
go Review ....... “191 *107 
Mass Transportation ..... 44 
Materials & Methods..... 124 152 
Mechanical Engineering... 95 92 
Mechanization ........... 82 *72 
Metal Finishing .......... 74 70 
Metal Progress ........... 112 131 
EE Sian oN Oe'y.0 6 6 6 105 98 
Milk Plant Monthly....... *50 *49 
Milk & Factory........... 251 226 
Mining & Metallurgy..... 19 24 
Modern Machine Shop 
le EES 277 290 
Modern Packaging ....... *121 *128 
Modern Plastics ......... *115 *166 
Modern Railroads ....... 40 19 
National Butter & Cheese 
SEAL . oa dasawavesasds 52 55 
‘National Petroleum News 
Mee. db Gbawdbd be cksdveces 889 85 
National Provisioner (w). |f161 124 
. National Safety News.... 49 59 
. Oil & Gas Journal (w)...*§||t518 *$426 
Operating Engineer ...... 45 
Organic Finishing ........ 13 11 
Packaging Parade (9%x1i2) 56 47 
- Paper Industry & Paper 
ES. Fad a ain 6 Xbb ee 77 77 
ha oed _ a ad Fey Ub "ES 
° ° ° ° 7 . aper rade ourna w). 108 19 
MOULDING in vinylite with the Plastic Mouid Petroleum Engineer ee 1144 141 
*etroleum Processing .... 42 
: Petroleum Refiner ....... 128 140 
Electrotyping System probably represents the great- Pit & Quarry......0.0.00" “$170 *8166 
EPPS PY Te TT Te reer 186 187 
. ® 7. , © Power Generation ....... 77 108 
est improvement in the industry’s history. Among Practical Builder 2.2.2". $100 186 
SE a6 bdo tobae we 5.4663 85 81 
. Product Engineering *247 *259 
the advantages are accuracy of reproduction, the Production Teetuecties & : é 
Management ........... 4 1 
*12 4 ‘ roducts Finishi 
ability to duplicate electros from the same mould, Proauce.5 me o vite - os 
Progressive rehitecture. . 79 99 
elimination of distortion, the release of standing ere agen genta lerigra ae tees 
‘ ? Quick Frozen Foods & the oi 
socker | ‘ 
forms and permanent storage of moulds. Railway Age (w)......... st218 8380 
aaiwey Engineering & 
Maintenance ........... 57 51 
° ° 4 Railway Mechanical Engi- 
Two complete units of this new equipment has SS oe 108 
: Railway Purchases & 
bee ° ti t Partrid & And rson fo the as BORE E H0i03 509 co's 169 150 
nin opera 10n a 1 ge e r Railway Signaling ....... 28 27 
- co = Een na ahaa atest ; 70 - " 
° tee oc POGNED ha cvedvecass *§112 1 
past eigh n months. . Sewage Works Engineer- 
EE bn 6 avwaakocsarescte 12 M4 
o. & ° ° iT éh on Ul 5005006 tans " 148 35 
This is evidence of the close scrutiny P & A exer- Southern Power & indus is 
Agi Gtniesaticaandie ( 
° a *§449 *$5038 
cises toward new methods and processes. As a result, | Supervision .............. ll 13 
‘ | Telephone Engineer ...... 48 $73 
° . 1 Telephony (w) ........... *\t117 * 1185 
customers are provided with the benefits presented ny Bd SC i: a 
Texte i. ee 198 one 
© TIED. 5 2. idle ded cege 152 135 
by modern, proved equipment. Tool & Die Jouraal 
ST 00 0 bb b00s 7s odes lll 123 
Tool Engineer ........... 88 95 
Traffic World (w)....:... ||£130 89 
Water & Sewage Works... 52 45 
PARTRIDGE & ANDERSON COMPANY Water Waris Moreen: 3 
: > elding ongineer ....... qd 
ELECTROTYPERS « NICKELTYPERS * MATRIX MAKERS ¢ STEREOTYPERS West Coast Lumberman.. *118 *1038 
Western Canner and 
WO 340 oc Gabi ha 60400 *55 *51 
Western Construction 
ON came ons PP erET *81 *R9 
... i, ee *83 e7 
Woodworking Digest 
| eae *178 *118 
1. fo eee *145 *5197 
World Petroleum ........ 58 51 
(eet ee reer 15,988 16,148 
712 FEDERAL ST., CHICAGO 5, ILLINOIS cable tein 
Air Conditioning & Refrig- 
TELEPHONE: HARRISON 3732 eaten Was (wv) 
(oS eee $103 60 
American Artisan ........ 224 187 
American Druggist ...... 185 159 
American Lumberman & 
Building Products Mer 
chandiser (bi-w) ...... *|4189 *396 
Boot & Shoe Recorder 
OS ere ear *3180 *179 
Building Supply News.... $307 $336 
Chain Store Age— 
Administration Edition 
-Combination ........ 28 20 
Druggist Edition ....... 146 130 
General Merchandise 
Variety Store Edition. 135 182 
° | Grocery Edition ....... 102 117 
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Pages 
1948 1947 
Department Store 
MOMISt 2. cee ssveeee 74 99 
Domestic Engineering ... 174 15] 
Electrical Dealer ........ 61 51 
Electrical Merchandising 

TORY s.cautus Wha yess *211 204 
Electrical Wholesaling .. *95 *89 
Farm Equipment Retailing 69 7 
Farm Implement News 

SUROU Ta ¥s Kensie dice -. $4188 ‘155 
Fountain Service ........ 41 33 
Fueloil & Oil Heat........ $155 $138 
Geyer’s Topics ........... 89 49 
Glass Digest ............. 24 13 
Hardware Age (bi-w)..... 4393 424 
Hatchery Tribune & Feed 

eee eee 77 90 
Hosiery & Underwear Re- 

Sees eee 121 127 
Implement Record ....... 74 64 
Implement & Tractor 

CUED =m since caves Ceccncs 155 129 
TRGOFEOED «cei cccessccctes 109 93 
Jewelers’ Circular- 

MOGUUNMS ois acctcoceses 247 300 
Knit Goods Weekly....... +109 96 
Leather & Shoes......... *}t93 *7) 
Lingerie Merchandising... 181 70 
Liquor Store & Dispenser. $1 49 
Meat Merchandising ..... 74 72 
ME” Bre k csc cceed 197 205 
DET iia eeGPe a vieee sc ncaded 149 122 
OE ie, das nck oe op $163 $160 
Motor Service ............ 151 164 
NJ (National Jeweler) 

SRAGRT RP Sb sds ccwsse gee 214 283 
National Bottlers’ Gazette. 116 117 
National Furniture Review 122 99 
Office Appliances 

Oe Ee 2 OOP + bes ng dens cee 164 162 
Photographic Trade News. 71 $151 
Plumbing & Heating Busi- 

SE ieee aaWdvvewsinebe 72 57 
Plumbing & Heating 

STIL. cen 0 Sion a 000 6.0.0 65 49 
Poultry Supply Dealer.... *38 *36 
Radio & Television Re- 

SIRT nc 3's-xaibihting co 45400 85 83 
Sheet Metal Worker...... *140 *114 
Southern Automotive 

Se Pa ey ee Pee 105 99 
Southern Hardware ..... 17 98 
Sporting Goods Dealer.... 1430 452 
OEE OOO 46.5505 6 ek vases 118 117 
Super Market Merchandis- . 

SEs Kobe ak exadisded s dens 6 100 99 
Syndicate Store Merchan- 

diser (44%4x6%) ........ 80 94 

WW hid s WER Shei da did 6,951 6,795 

Class Group 
Advertising Age (w) 

WOR MRGN. - 4.0 03 #5405 6.60 4187 195 
American Funeral 

SE che cnt cee cews've 17 72 
American Hairdresser ... 51 63 
American Restaurant .... 87 89 
Banking (7x107,) ....... 46 48 
Chain Store Age—Fountain 

Restaurant Edition .... 29 21 
Cleaning & Laundry World 47 30 
eer 106 144 
Fountain Service ........ a 83 
Hospital Management .... 71 74 
Hctel Management ...... 95 93 
Hotel Monthly .......... 36 46 
Hotel World-Review (w) 

SWORE Sf igedesd bc4¢s¢ *+445 *40 
Industrial Marketing ..... 93 93 
Journal of the American 

Medical Association ... *1841 *303 
Laundry Age ...........+ *92 *91 
Medical Economics ‘ 

kg SUA 101 118 
Modern Beauty Shop..... 85 99 
Modern Medicine (semi- 

mo) (4%4x6%) ......... 149 144 
Modern Theatre ......... 1945 21 
Nation’s Schools ......... 48 52 
Oral Hygiene (4/;x7/,)... 128 139 
Restaurant Management... 75 69 
Scholastic Coach ......... 40 $36 
School Executive—School 

Equipment News ...... 51 43 
School Management 

SOREMEE TR) % swctesacsade 26 26 
What's New in Home 

ECOMOMICS 65.0005 .0n cee 82 88 

Po Oe eee ae 2,269 2,265 

Export Group 
American Automobile 

(overseas edition) ..... 141 126 
American Exporter (two 

GED - dnc cuswhs se ckidde 802 740 
Automovil Americano .... 162 150 
Caminos y Calles......... 24 2% 
Farmaceutico ......,..... 98 120 
Hacienda (two editions). . 125 132 
SE. oti cane tboies 4 6c’ 16 18 
Ingenieria Internacional 

Construccion .......,... 78 8 
Ingenieria Internacional 

NE no 8 ds oa a 4-0 tn 120 135 
McGraw-Hill Digest ....... 16 6 
Petroleo Interamericano .. 64 6% 
Pharmacy International .. 28 . 
Revista Aerea Latin- 

DUROTSCRMS nccscccseccve 15 25 
Spanish Oral Hygiene 

CGMIUUND | sivos-u92 védinas 43 5 
Textiles Panamericanos 64 52 

eee 1,803 1,735 

*Includes classified advertising. 

$Includes special issue. 

1Estimated. 

|Last issue estimated, 

tLast two issues estimated: 

*Last three issues estimated. 

®*Two issues. 

*Three issues. 

tFive issues. , 

5As of July, 1947, Oil Weekly becam: 


World Oil. 
"Pharmacy International published it- 
first edition in J.uae, 1947. 

TAs of July 7, 1947, Aviation & Avia 
tion News were.incorporated into Avia 
tion Week. 

SNot including Petroleum Processing 
now published separately. 

{Operating Engineer published its firs 
issue in October, 1947. 

*Does not include advertising in specia 
Western section. 

As of Jan. 1, 1948, Hide & Leather ¢ 
Shoes became Leather & Shoes. 

“Beginning January, 1948, Practica 
Builder changed its type page size t 
7x10 inches. The 1947 figure is converted 


to the new size. 
®2As of January, 1948, Water Works 
The 1947 


Engineering became a monthly. 

figures are based on two issues. 
£Formerly Analytical Edition of Indus- 

trial & Engineering Chemistry 
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Jen Agencies Make 
Bids for National 
Guard's Account 


WASHINGTON—Ten agencies sub- 
mitted presentations last week as 
the National Guard got a “running 
start” toward selection of an 
agency to handle its account after 
July 1. 

The 10 participating agencies 
were among more than two dozen 
who attended a briefing session 
here in mid-January to hear the 
National Guard’s 1949 recruiting 
problem. 

The selection is now before a 
poard of officers. No official an- 
nouncement is likely until after 


Congress acts on the request of 
1949 advertising funds, now before 
the appropriations committee. 


Cuts Media List 


Meanwhile, it was revealed last 
week that War Department has 
trimmed the media list for the vast 
Army and air force recruiting 
drive in order to make its current 
advertising budget stretch through 
June. 

A spokesman admitted that 
thousands of weekly newspapers 
have been dropped, and that cur- 
tailments in radio, outdoor and 
other media have been necessary 
because of lack of funds. He 
pointed out that Congress cut this 
year’s War Department recruiting 
ad_budget from $5,000,000 to $4,- 
200,000. At the same time, rates 
and other ad costs have been go- 
ing up. 

The spokesman said that the 
cuts, including the elimination of 
many weeklies, is an “emergency” 
step, and.that it does not indicate 
any shift from the policy which 
made War Department the nation’s 
biggest newspaper advertiser. 


Using 2,700 Papers 


Currently, he said, War Depart- 
ment is confining itself to 1,700 
daily and Sunday newspapers and 
about 1,000 weeklies in communi- 
ties where recruiting offices are 
maintained. 

Under its regular policy, War 
Department has used a list of 11,- 
600 publications, which includes 
virtually all publications of gen- 
eral circulation. 

In addition to its curtailment of 
weekly newspapers, War Depart- 
ment this year plans only two out- 
door showings, compared with 
three a year ago. It will maintain 
its standard of 25% showings in 
each area where recruiting stations 
are maintained. 4 

The department also is trimming 
production costs for its radio pro- 
grams, but paid spot announce- 
ments will be maintained on all 
Stations. It will also continue to 
use two half hours weekly made 
available by NBC and a half hour 
weekly made available by each of 
the other networks. It also will 
continue distribution of “Proudly 
We Hail,” transcribed sustaining 
program used by more than 1,000 
Stations. 


Magazine Ads Continue 


Monthly insertions in five na- 
Uonal weekly magazines are con- 
Unuing. A spokesman said the 
War Department budget now be- 
fore Congress asks for sufficient 
funds to restore the full program. 
If upproved, War Department will 
reinstate again its huge newspaper 
list, and resume its full operations 
in other media. 

At the briefing for the National 
Guard. account, agencies were told 
“competition” from other services 
~—Marines, Navy, Coast Guard, 
Regular Army—might be keener 
next year. 

Under War Department rules, 
the account, now with Gardner 
Acvertising Company, must be 


submitted to competitive bidding 
each year. 

Agencies competing include (in 
addition to Gardner) Biow Com- 
pany; Erwin, Wasey & Co.; Newell- 
Emmett; N. W. Ayer & Son; Grant 
Advertising; Norman Mack & Co.; 
Ross, Gardner & White; Son De 
Regger Advertising Agency; and 
Branford Advertising Co. 


Start Bliss & Marces 


Benjamin B. Bliss, formerly 
head of his own agency and prior 
to that associated with Walter W. 
Wiley Advertising, New York, and 
Gertrude N. Marces, formerly with 
Small & Seiffer, have formed their 
own agency, Bliss & Marces, Inc., 
with offices in the penthouse of 
the Times Tower, New York. Mr. 
Bliss is president and Miss Marces 
is treasurer of the new company. 


Children Crusade 
Drive Supported 
by Ad Council 


New Yorx—The “Crusade for 
Children” advertising campaign, 
originally planned to start this 
month with the support of the Ad- 
vertising Council, will not be 
launched officially until April. The 
drive is being planned in coop- 
eration with the American Over- 
seas Aid and United Nations Ap- 
peal for Children. 

The first’ mailings of the proof- 
sheets of the drive, prepared by 
Ted Bates, Inc., volunteer agency 
for this promotion, have been 
made to newspapers and some 
cities will hold the campaign this 
month. 
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Stuart Peabody, assistant vice- : 


president of the Borden Company, 


is coordinator of this campaign 
and Lee Marshall, chairman of! 
advertisers gain big — 


the AOA-UNAC, and Edward| 
Royal, staff executive of the coun-| 
cil, are cooperating in the prepa-| 
ration of the program. 
Instead of messages concerning | 
the “Crusade for Children,” radio | 
advertisers participating in the} 
council’s radio allocation plan| 
will be asked to use another mes- | 
sage not yet assigned. Rush no-|} 
tice of the change in plans by the | 
AOA-UNAC is being sent by the 
council to the radio industry. 


public relations | 


coverage from F 
me —— 


INSTRUCTOR 


Axelson Names Heintz 
Heintz & Co., Los Angeles, has 
been named to direct the adver- 
tising of Axelson Mfg. Company, 
effective Feb. 15. o 


“Syracuse... =. 

an Important Cog } 
a. oe 
Wheel of Progress 


says H. Paul Nelligan, President 


Easy Washing Machine Corporation 


goes a good share of credit. 


needs to grow on. 


consistently sets a record pace in retail sales.” 


The SYRACUSE Market Can Serve YOU, too! 


Whether you're launching a test campaign or planning expansion of your present 


“ALL BUSINESS 
1S LOCAL” 


| ee a 


“Erom a funnel-on-d-stick to a modern, double-action spindrier and a household word 
the nation over! That's Easy Washer's 71-year history of progress in Syracuse . and to Syracuse 


“To Easy Washer, Syracuse means ready access to world markets by air, canal, railroad 
and highway. To Easy Washer, Syracuse means efficient, economical sources of local supply made 
available by 415 diversified industries. Located in one of America’s wealthiest dairying regions, ; 
Syracuse provides the self-sufficient economy . . . the market stability and stamina which industry 


“Today, with our employment more than doubled since 1941, Easy Washer is proud 
to be a steady contributor toward Syracuse’s big $3,000,000 weekly industrial payroll which 


sales operation, this proven market assures maximum effectiveness. 


For Complete Market Coverage 
at ONE LOW COST... 


UW SYRACUSE HERALD-JOURNAL (Daily) 
UW SYRACUSE HERALD-AMERICAN (Sunday) 


National Representatives: Moloney, Regan & Schmitt, Inc. 


Co 
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Commoner Names Lyons 
Larry Lyons, Chicago, has been 
named midwestern business rep- 
resentative of Commoner Publish- 
ing Company, Pittsburgh, pub- 
lisher of China, Glass & Decorative 
Accessories and the American) New York—Fred Allen (NBC), 
Glass Review. He will also handle|the Ford dealers’ entry, led the 
the China & Glass Red Book and/ field in the Jan. 30 Hooperatings 
the “Glass Factory Year Book and| with 28.7. Bob (Pepsodent) Hope 
Directory.” (NBC), first placer on the last re- 
port, plunged to sixth place with a 
score of 24.7. 
« Lux Radio Theater (CBS), run- 
nerup a fortnight ago, also took a 
sharp dive, landing in the ninth 
spot with a rating of 22.9. S. C. 
Johnson & Son’s Fibber McGee & 
Molly (NBC) finished second at 
ty 


Others on the honor roll: 


Fred Allen Takes 
Top Hooper Spot 
Away from Hope 


oe. as SG, Olas eee WEA + an 0's 00 ice 26.2 

— — Truth or Consequences (Duz), 
-—thot you're in business to do business; NBC Shi e946 +4 OF 5 Kee 6 60. 08.0 0 0 25.7 
that you're on the lookout for immediate bebe 4 Witenell '(sergens), 93.3 
sales. Amos 'n’ Andy (Rinso), NBC. 193-0 
Bandwagon (Fitch), NBC........ 22.2 


Red Skelton (Raleigh), NBC....21.8 


YOU MIGHT WALK A MILE 
IN 6-4 MINUTES" — 


BUT- 
YOU'LL NEED 
WKZ0-WIEF - 
TO REACH WESTERN MICHIGAN! 


The quickest, most effective and most economical way to get 
your message to the people of Western Michigan is through 
WKZO-WJEF. First, because local reception is really unsatis- 
factory for outside stations, due to the wall of fading that sur- 
rounds this part of the State; second, because this CBS com- 
bination is by far the most popular of any of the thirty stations 


to which the people of Western Michigan ever listen! 


One glance at the Spring, 1947 Hooper Report will convince 
you. It shows, for instance, that from 12 noon to 6 p.m. WKZO- 
WJEF’s Share of Audience is 6.7% or more higher than all the 


stations of any other network, combined! ° 


Would you like to see the Hooper Report? We'll be glad to 


send you one, if you'll write us. Or just ask Avery-Knodel, Inc. 


®Michael Pecora walked one mile in 6 min. 27-1/5 sec. in New York City, Feb. 22, 1932. 


BOTH OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES. 


Music Hall (Kraft), NBC....... 21.4 
Mr. D. A, (Bristol-Myers), NBC. .21.2 
Arthur Godfrey (Lipton), CBS. .20.9 
Duffy’s Tavern (Bristol-Myers), 
pi eee eae rg we Rt tats sae od os ; 


Average evening sets-in-use 0 
35 is up 0.4 from last report and 
1.4 from a year ago. It is also the 
highest figure released by C. E. 
Hooper, Inc. since the beginning 
of the 32 city averages, excepting 
only January 1942 (36.8) immedi- 
ately following Pearl Harbor. . 

Average rating of 11.4 is up 0.1 
from last report and 0.5 from a 
year ago. 


Ups Gillett, Weicker 


E. C. Gillett, formerly sales 
manager in Chicago, has been 
named vice-president and general 
manager of Brunswick-Balke-Col- 
lender Company of Canada, To- 
ronto, manufacturer of billiard 
and bowling equipment. C. H. 
Weicker, who has been with the 
company for 35 years, has been 
appointed vice-president in charge 
of manufacturing, and N. S. Bird 
has been named personnel man- 
ager. 


McKee Joins Presteline 
H. A; McKee, formerly assistant 

advertising manager of the Inger- 

soll Steel division of Borg-Warner 


Corporation, has been appointed 
‘supervisor of sales promotion for 
| Presteline appliances, and will 
‘also handle all publicity for the 
domestic appliance division of 
Pressed Steel Car Company, Chi- 
cago. Prior to his affiliation with 


Leaf Gum Company, Chicago, 
used copy up to full pages in 
January issues of retail drug pub- 
lications to announce 4a price re- 
duction of about 10% on all Leaf 
brand chewing gum. Purpose of 
the move is to secure highest pos- 
sible sales volume by making it 
possible for retailers to sell the 
gum profitably for a nickel. The 
company also is preparing a 
greatly intensified and expanded 
advertising program, but has not| and make an estimate. The figure 
yet announced any of the details.| was $5,000,000 minimum. 

* Co * By * * 


‘ mS 

Word is getting around that S.C.) _ Although power consumption in 
Johnson & Son, Racine, is out on| Chicago and vicinity during the 
the well-Known promotional limb | 4@ylight hours makes it necessary 
after retaining Frank Lloyd|for the Commonwealth Edison 
Wright to design its new research Company to run its power plant 
tower. The wax company gar-|Close to capacity, the utility is 
nered a big volume of free pub-|S¢eking to boost power use at 
licity in 1938 with Wright’s design | Night during off-peak hours. No 
for the Racine general offices. intensive selling of appliances has 
Shooting for another publicity|¥et been started because of the 
“ride,” Johnson retained the ar- daylight .load, but salesmen are 
chitect to design a $1,000,000 re- selling electric blankets and water 
search laboratory. Wright came heaters door to door in the metro- 
up with a tower resembling a politan area. 


. 1k a te 
glassed-in stack of concrete pan- $ 
cakes. Mutfflite to Kaufman 
Henry J. Kaufman & Associates, 


tray-cigaret lighter model wen 
out to the trade at Christmas 
And publicity pictures crackeg 
scores of national magazines. 
Johnson executives figured that 
rising building costs would ip. 
crease the tower’s cost from one 
to two million dollars. But they 
got a real shock when local con- 
tractors refused to bid for the job. 
Finally Johnson retained another 
architect to go over Wright’s plans 


Enthusiastically the Johnson) 
people began grinding out the| Washington, has been appointed 
publicity, advertising and sales | to handle the advertising of Muf- 
promotion tie-ins. A page in Ar- | flite, the ready muffin made by 


Borg-Warner, Mr. McKee was 
-associated with Foote, Cone & 
| Belding. 


F ‘ : | Mufflite, Inc., Washington. Adver- 
chitectural Forum’s January | tising will include newspapers and 
Wright issue announced that) direct mail in Virginia, Maryland 
ground had been broken. An ash-| and the District of Columbia. 


] 
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BUYERS... 


to our customers and 


that quality. 


But we hold that such 
agement, that is. 


THE 


FRANK TALKS (No.3) WITH PRINTING 


plant in times like these 


The man who takes your printing order in the name of our company* 
is no ordinary salesman. He is a practical printer who knows his way about 
in every department of our business. You would be surprised what inside 
men these outside men turned out to be during the war while we were busy 
being the first Chicago printers to win the Merit Award from Uncle Sam. 


But it is not my purpose to tell you how we won the war. I was talking 
about our salesmen who were nursed on printers ink, and what they mean _ 


Expeditors, that’s what they are. Once they launch an order through our 
plant, they are not content with just ordinary good production routine. From 


plate department to shipping room, they are your ‘‘on-the-premises”’ repre- 
sentative combining your desire for quality with their “know-how’’ to get 


Some printers, there are, who say “‘production is for production men— 
and salesmen should sit at their shiny desks and worry in silent dignity.” 


P.S. But the salesmen are carefully aided and abetted by others, as I will tell you here 
two weeks from now, says the schedule. 


*I.S. BERLIN PRINTING & LITHOGRAPHING Co. 


Telephone Webster 3200 


ahout running a printing 


by LS. Berlin 


could mean to you, if you only gave them a chance. 


division of interest is poor esprit de corps. Poor man- 


* 


MARSHALL-WHITE PRESS 
Chicago 7, Ill. 
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COUNTER—A. Stein & Co., Chicago, 

will send dealers this new display stand 

this spring to serve either as a stand 

or as a counter. It holds either Paris 

belts, garters or suspenders. This ad is 

running in Apparel Arts, Men's Reporter 
and Men's Wear. 


Novel Selling 
Aids Emphasized 
in Stein Drive 


Cuicaco—In a new 44- page 
brochure to dealers, A. Stein & Co. 
makes clear it does not operate on 
the theory that diamonds can be 
sold in a shoe box. 

Not that the company’s men’s 
line of Paris belts, suspenders and 
garters lack for quality. Stein 
simply suggests that advertising 
and merchandising are necessary 
“plus” ingredients for moving 
quality products. 

The brochure shows that Stein 
will again conduct a strong cam- 
paign in magazines, will help deal- 
ers in their newspaper advertising 
and will encourage imaginative 
window displays. This year, also, 
it is introducing, with much em- 
phasis, novel store selling aids that 
will take Paris products farther 
than ever from “shoe box” sell- 
ing. 

Promotes New Stand 


The magazine drive will consist 
chiefly of half-page two-color ads, 
and the belts will get most play. 
Magazines used will be Collier’s, 
Coronet, Esquire, Holiday, News- 
week, Pic, The Saturday Evening 
Post, Sport, True and Varsity. 

For Paris garters, Stein is using 
the theme, “It’s Paris for com- 
fort,” as well as the perennial 
“No metal can touch you.” For 
suspenders, free swing is still the 
thing. And with the belts, “Look 
for the oval package” will be em- 
phasized. 

Much emphasis in the brochure 
~and in full-page ads in Apparel 
Arts, Men’s Reporter and Men’s 
Wear—is placed on a new idea in 
displays which was designed for 
Stein by Paull Mfg. Company, 
maker of selling aids here. 

This display is a “streamlined” 
‘oor stand of finished maple, 
whieh can be adjusted in either a 
vertical, slanting or horizontal 
position. In the latter position, 
the stand can form part of the 
jealer’s counter. The stands hold 
either 60 oval cellophane belt 

ackages, 64 pairs of garters or 
‘4 suspenders. 


Itinerant Window Display 


In addition, Stein will supply 
mall sets of stands for counter 
ise and a large window stand 
vith a giant replica of the oval 
elt package. The latter will be 
in “itinerant” which dealers will 
‘eceive by mail, assemble and use 
for several weeks before disas- 
sembling and mailing to other 
lealers. 

It is believed that the company 
S spending a record amount on 
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these and several other selling 
tools this spring. 

Walter L. Rubens & Co. handles 
the account. 


Sive Appoints Lupton 
Herbert W. Lupton, formerly 
assistant production manager in 
the advertising department of the 
general offices of Kroger Company, 
has been appointed production 
manager of Leonard M. Sive & 
Associates, Cincinnati. 


Advances Marsh 


Joseph C. Marsh has been ap- 
pointed sales manager of Liebel- 
Flarsheim Company, Cincinnati 
manufacturer of X-ray equipment. 
He has been assistant sales man- 
ager of the firm for the past two 
years. 


Underwood Appoints 4 


Underwood Ltd., Toronto, type- 
writers and office equipment, has 
announced the following execu- 
tive appointments: James F. Car- 
olan, assistant general manager; 
Hugh T. McConkey, advertising 
manager, and Robert G. Fitzpat- 
rick, director of public relations. 
Sophie Michas has been named 
director of the educational di- 
vision. 


Buxton Introduces 
Four New Items 


Buxton, Inc., Springfield, Mass., 
will introduce four new items 
during the first half of 1948. A 
new men’s Card-tainer will be 
featured in ads in The Saturday 
Evening Post and Life and the 
Lady Buxton Card-tainer will be 
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introduced in April on the back] products will be announced at a 
cover of Mademoiselle and in ajlater date. The agency is J. 
Mother’s Day ad in The Saturday} Walter Thompson Company, New 
Evening Post. The other two new | York. 
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Bill Kapche (Whi.5855) or Bill Clark (Ran.7059) 


50,000 WATTS 


BASIC CBS 
CLEVELAND 


You’re 


40% 


MOST POWERFUL SIGNAL OF ANY CLEVELAND 


Your advertising message will bring rich 


I'M WORTH A COOL 


Three Billion - 


in effective buying income 


face to face right now with one of the 


two and a half million people who live in the area 
covered by WGAR’s 50,000 watts power. 


Proud? Sure they are. And why not? Their effective 
buying income is more than ¢hree billion dollars! 

They are alive to what’s going on, active in their aa 
reactions, quick to do something about it. 


returns when it reaches this audience... 

an audience earning enough and yearning 
enough to want the things you are selling... 
an audience most economically and effectively 
covered by WGAR, the station which reaches 


of Ohio’s buying power. 


STATION in Cleveland ... in Akron 
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Names George Cooper 


George W. Cooper, formerly 
country district supervisor of the 
Oregon Journal, has been named 
country circulation manager of 
the St. Paul Dispatch and Pioneer 
Press, succeeding Maurice Math- 
ews, who has resigned. 


Toddware Names Ellis 


Toddware Products, Buffalo, 
manufacturer of small tools for 
homes, hobbyists and craftsmen, 
has placed its advertising with 
Ellis Advertising Company, Buf- 
falo. 


‘Citizen’ to Bow Soon 
A new daily newspaper, entities | 
Citizen, will be launched in 


nipeg Citizen Co-Operative Pub- 
lishing Company. A. E. Ford, for- 
merly publishers’ representative | 
in Toronto, is advertising man- 
ager. 


Joins Christiansen 


Walton R. Gardner, 
account executive of Decora, Inc., 


Win- | 
nipeg, Man., March 1, by the Win-| 


Money in indees, 
Wilson Discovers 


in 50 Years’ Work 


| New YorK—Last month marked 


formerly | the 50th anniversary of a com- 


|pany based on a single idea. The 


has joined Christiansen Advertis- \H. W. Wilson Company was 
ing Agency, Chicago, in the same |founded on the principle that 


capacity. 


Why 


®t elie 
ier 
Mig. 


If you're troubled with deadline dithers, use Fototype- 
the NEW typesetting method. Takes minutes instead ot 
hours. Takes cents instead of dollars. Compose type 
yourself-or let your office boy do it. Fototype now 
used everywhere by agencies, advertising departments— 
everyone in advertising. For headlines to full ads—do 
it yourself with Fototype. 


Get a free catalog-75 Fototype styles ready for speedy, 
economical typesetting.* 


* NOTE: Not one piece of metal type used in this 


fifo Ry =~ 


4 


Gao 


ad —only Fototype —and your office boy could 
have done it! 


Kofolyre 


1415 ROSCOE STREET, CHICAGO 13 


“looking things up” is a lot of 
trouble. 

Near the University of Minne- 
|sota campus in 1898, H. W. Wilson 
‘operated a _ retail bookstore, a 
‘small one. Constantly taking or- 
ders from fellow students, he ran 
into the usual bookstore problems, 
notably the lack 
‘of a convenient 
‘trade catalog. He 
decided to pub- 
‘lish one him- 
| self, doing the 
‘compiling, copy, 
proof reading, 
etc. at home 
with his’ wife. 
That same year 
Halsey Wilson 
published 500 
copies of the 
“Cumulative Book Index,” offer- 
ing them to booksellers and li- 
brarians for $1 a year. 


H. W. Wilson 


He sold nearly 300 subscriptions, | 


‘operated at a loss, and hired a 
| paid editor, Marion E. Potter, who 


‘is still editor of the “Industrial | 


Arts Index.” 

| By 1900 he had a _ two-story | 
building in Minneapolis, and be-| 
tween 1900 and 1905 had launched | 
‘the “U. S. Catalog,” “Reader’s | 
_Guide to Periodical Literature” 
jand the “Book Review Digest,” 


for you, too. 


CaS... 


—E ee 


Wallets... as well as clouds — 
... are lined with silver in 
Kansas and KFH can bring 
some of the silver your way. 


We’ve had 25 shining years 
in this rich KFH area, let us 
make it a big, shiny year, 


$000 WATTS DAY 


Eanes 


i “cnt 


KFH. 


Xa; s; 
S 
* annwet Ze 


THAT SOLID SECTION OF 
KAMSAS RICHEST MARKET 


WICHITA IS A tas ltagamdade cITY 


AND NIGHT ... CALL ANY PETRY OFFICE 


and a new building was neces- 
sary. 

In 1913 the company moved 
east to White Plains, N. Y., again 
overflowed its quarters and moved 
in 1917 to its present location in 
the Bronx, overlooking the Polo 
Grounds. The 1917 building had 
five stories; in 1929 the company 
acquired a supplementary eight- 
story building on the south, in 
1938 a six-story building on the 
north. Now the company owns 
‘two warehouses as well. 


| Varied Services 


The company has grown from a 
man-and-wife business to a staff 
of 350 people, an annual payroll 
of more than $750,000 and a gross 
business in 1947 of $1,250,000. 
It now publishes 21 services of 
a subscription nature, and a de- 
partment stocks more than 2,- 
000,000 copies and sets of back 
number periodicals for purchase 
by libraries and individuals. 
| The Wilson company does its 
lown typesetting, printing and 
binding, an@ the cumulative plan 
‘lets it combine entries from two 
|or more issues into a single alpha- 
‘bet in type and on cards. Another 
| Wilson innovation is his “service 
basis” for charges, where the cost 
to each library is based on the 
amount of service supplied. Simi- 
larly, the company asks_ sub- 
scribers to vote on material for 
indexes and on matters of edi- 
torial policy, and representatives 
from the American Library Asso- 
|ciation and Special Libraries As- 
sociation are invited to sit in on 
directors’ meetings, in an unoffi- 


‘cial capacity. 
| 


_Newspapermen Elect Best 


Members of the Allied Daily 
Newspapers of Washington have 
elected Robert D. Best, publisher 
of the Everett Herald, president. 
Alex F. Ottevaere, business mana- 
ger of the Bremerton Sun, has been 
named vice-president. 


KALE Appoints Torbet 


Alan L. Torbet, formerly gen- 
eral manager of the Times, Coos 
Bay; Sun, Vancouver, Wash., and 
Station KVAN, Vancouver, has 
been appointed commercial sales 
manager of Station KALE, Port- 
land, Ore. 


Duncomb Joins Alport 

Ann Duncomb, formerly with 
the Journal, Portland, Ore., has 
joined Alport Advertising Agency, 
Portland. 
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Feb. 9-10. Inland Daily Press 
Association, midwinter meetirz, 
Congress Hotel, Chicago. 


March 7-9. New England News- 
paper Advertising Executives As- 
sociation and Advertising Man- 
agers Bureau, New York State 
Dailies, joint meeting, Hotel Kim- 
ball, Springfield, Mass. 

April 5-7. National Newspaper 
Promotion Association, annua] 


convention, Hotel Carter, Cleve- 
land. 
April 7-9. American Associa- 


tion of Advertising Agencies, an- 
nual meeting, Cavalier Hotel, Vir- 
ginia Beach, Va. 


April 20-22. American News- 
paper Publishers Association, an- 
nual convention, New York. 


April 27-28. National Associa- 
tion of Magazine Publishers, 
magazine forum, Waldorf-Astoria 
Hotel, New York. 


May 17-21. National Association 
of Broadcasters, annual conven- 
tion, Biltmore Hotel, Los Angeles. 

May 21-22. International Affil- 
iation of Sales and Advertising 
Clubs, annual convention, Cleve- 
land. 

May 26-29. Associated Busi- 
ness Papers, annual convention, 
The Homestead, Hot Springs, Va. 

June 13-16. National Federa- 
tion of Sales Executives, annual 
convention, Waldorf-Astoria Ho- 
tel, New York. 

June 13-16. Advertising Asso- 
ciation of the West, annual con- 
vention, Sacramento, Cal. 

June 13-16. Advertising Fed- 
eration of America, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 13-16. National Industrial 
Advertisers Association, annual 
convention, Lord Baltimore Hotel, 
Baltimore. 

June 19-25. National Associa- 
tion of Display Industries, na- 
tional convention and display 
show, Hotel New Yorker, New 
York. 

June 23-26. Newspaper Adver- 
tising Executives Association, sum- 
mer conference, Chateau Fron- 
tenac, Quebec, Canada. 

Sept. 29-Oct. 1. Direct Mail! 
Advertising Association, annual 
convention, Benjamin Franklin 
Hotel, Philadelphia. 
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its more than a Cherry Pie 
to him... 


I's Your Cherry Pie! 


You can make it.. better... with the new 


Pillsbury PLE CRUST MIX 


We sey « pie bike this will make ncet nev husband glad to dry 
the dishes. Try it on your man and we, With the new 
Pillsbury Pie Crust Mix you just » add water, © mix, roll owt and 
- Could anything he quicker--casier? Just try thie mar 


dows new Pillebury Pix Crust Mix, Aun Fisbury’s epectel 
cherry ple recipe on every package 


Tender, “short” erust—the 
hand 


Pion flavor of faxe shor temeng, 
Cots at toch of a fork 


Past—ths in leas the cham 
o oren ie 

AB yoo de ix add cold water 

out all tke -_ oe 


and ayes 4 - tevele vad & new pie erst 
in ae tome i yer 
tachon, wad Gon 


MORE THAN A PIE—Copy for the 
joint Pillsbury Mills-National Red 
Cherry Institute will feature mouth- 
watering illustrations of a perfect 
cherry pie—the kind mother might have 
made if she had had a pie crust mix. 


Cherry Institute, 
Pillsbury Break 
Joint Ad Drive 


MINNEAPOLIS—Pillsbury Mills 
and the National Red Cherry In- 
stitute are sponsoring a joint ad 
promotion on home-made cherry 
pies this month, continuing until 
Washington’s birthday. 

The drive, which boosts Pills- 
bury’s pie crust mix and canned 
cherries, opened with four-color 
copy in February issues of Better 
Homes & Gardens, Family Circle, 
Good Housekeeping, and Ladies’ 
Home Journal. 

February 15 issues of The 
American Weekly, Chicago Trib- 
une and New York News also 
will carry the jointly-sponsored 
advertisements. 

The cherry institute represents 
growers and packers of about 80% 
of the nation’s cherry crop. Both 
sponsors of the campaign will sup- 
ply grocers with tie-in merchan- 
dising and display materials. 

Also featured will be a com- 
bined sales price of pie mix and 
any brand of canned cherries. 

In a similar promotional tie-up, 
Pillsbury also has been cooperat- 
ing with the Cling Peach Advisory 
Board and the Can Manufacturers 
Institute, with Boston peach cream 
dessert the featured dish. 


To Beaumont & Hohman 


Halibut Liver Oil Producers of 
Seattle have appointed Beaumont 
& Hohman, Seattle, to handle a 
new industrial product containing 
Viamin A. Promotion to commer- 
cial feed mixers will be by direct 
: ail and through trade publica- 
‘ons, 


Promotes Dixon 


Milton A. Dixon, lubricating 
igineer in Chicago and an in- 
ructor in the company’s sales 
‘ngineering school, has been 
amed manager of bulk sales in 
1e lubricating department of 
tandard Oil Company (Indiana), 
-hicago. 


dansen Joins KING 


Ralph Hansen, formerly in the 
ales department of Station KIRO, 


Two Join Arndt Agency 
William Varley, formerly as- 
sociate editor of Remington Rand’s 
house organ, and Roy VanHook, 
formerly with Ecoff & James, 
Philadelphia agency, have joined 
the copy staff of John Falkner 
Arndt & Co., Philadelphia. 


Belle Appoints Reimers 


Belle Glove Company, New 
York, has appointed Carl Reimers 
Company, New York, to handle its 
advertising. 


Four Appoint Signet 

Signet Corporation, Chicago, 
has been appointed to direct the 
advertising of Sp-Air-Es, Inc.; 
Illinois Transformer Company; 
Lukko Sales Corporation, and C. P. 
Moyen, all in Chicago. Business 
papers and newspapers will be 
used, 


Seeks Name for New Pen 

Stratford Pen Corporation, New 
York, through its newly apvvointed 
agency, Ehrlich & Neuwirth, New 
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York, will introduce a new $1/| Saturday Evening Post. Cash 
fountain pen in contest advertise-| prizes will be offered for a name 
ments early in March in Collier’s,| for the new pen. The account was 
Life, Look, New York Times| formerly handled by S. R. Leon 
Magazine, Scholastic and The| Company, New York. 


Covering Catholic Schools, Churches, Convents, Rectories, lactietions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


seattle, has joined the sales force 


f Station KING, Seattle. 


Photo Courtesy of Better Homes and Gardens Magazine 


CONSULIDA 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


onsolidated Coated 
Papers } 


With publishing costs abnormally high the 
price of paper is of increased importance 
to every magazine. 

By “streamlined” methods, Consolidated 
produces a superior coated paper in the 
price range of uncoated stocks. Thus, this 
finer enamel helps solve the paper problem 


TED WATER POWER & PAPER COM 


Fine Reproductions 
Require Fine 
Coated Paper 


This appealing photograph was 
used to illustrate a feature article 
... Marcia Meets the Baby... in 
BETTER HOMES and GARDENS. 


Strikingly illustrated, this article 
is typical of the material which 
has made Better Homes one of 
the most widely read magazines 
ever published. 


But maximum attractiveness of 
photographs can be achieved only 
with excellent half-tones, quality 
printing and the use of a fine coated 
paper. Better Homes and Gardens 
uses substantial quantities of 
Consolidated Coated. 


PRODUCTION GLOSS 
MODERN GLOSS 


for the Publisher of Better Homes as it 
does for many other national and trade 
magazines. 

Manufactured in weights down to 45 
pounds, Consolidated Coated Papers meet 
almost any printing need of Publishers, 
Printers and Advertisers. 


IPANY 


SALES OFFICES 
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Typesetting Names Four 
John Stokely has been appoint- 
ed service and production man- 
ager of American Typesetting 
Corporation, Chicago, and Arthur 
F. Sullivan has been named direc- 
tor of the art and creative depart- 
ment. Don Brown, formerly with 
Chesterfield Studios, and Ralph 
Ambrose, formerly with the Tulsa 
Review, have joined the com- 
pany’s service department. 


FOR SALES MEETINGS 


and PROMOTIONS! 


Real Service in 
Planning and Producing 
Sales Presentations 
Flop Overs 
Meeting Charts 
Graphs — Displays 


Phone or write 


ARROW BUSINESS SERVICE 
22 W. MONROE ST, CHICAGO 3, ILL. 


Phone CENtrai 0056 


Gerard Piel Plans 
fo Build 100,000 
‘Science Market’ 


New York—Gerald Piel, Dennis 
Flanagan and Donald H. Miller Jr. 
have set out to wrap into one 
reader - and - market group some 
150,000. people who make their 
living in the widely diversified 
branches of pure and applied 
science. 

As new editor and publisher, 
managing editor and general man- 
ager, these three young men will 
present, this spring, the first fruits 
of their ministrations to the 103- 
year-old Scientific American. The 
triumvirate’s average age figures 
out to 31 years. 

No scientists themselves, Piel 
and Flanagan are editors with 


PHOTO-ENGRAV 
ELECTROTYPING 


COLOR PROCESS 


ING @ ARTWORK 
@ TYPOGRAPHY 
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some experience in making sci- 
ence make sense to millions of 
laymen. They. are convinced that 
they can get doctors, engineers, 
physicists, product-quality-control 
men, metallurgists, cancer re- 
searchers and other specialists to 
see science whole, and in the pro- 
cess to see how the work of other 
scientists may help to solve their 
own problems. 


Stress ‘Quality’ Market 


They will promote this group— 
estimated average annual income 
of $7,500, or $7,500,000,000 for the 
first 100,000 of them—as a potent 
and discriminating “quality” mar- 
ket. 

In industry alone, Gerry Piel 
pointed out, about 1,000,000 people 
are now engaged in building and 
operating plants, developing prod- 
ucts, and maintaining quality. 
Their number in the past 15 years 
has doubled. 

The venture starts with substan- 
tial backing. The group whom 
Gerry Piel sold on investing in 
the corporation which acquired 
Sci. Am. last fall, after more than 
a century of continuous control 
and dtrection by the Munn family, 
is said to include Lessing J. 
Rosenwald of Sears, Roebuck; 
Bernard Baruch; Gerard Swope, 
honorary chairman of G-E; John 
Hay Whitney, and Alfred Corning 
Clark. 

Piel, Flanagan and Miller—who 
formerly was associated with J. L. 
|Handy & Co., management engi- 
| neering firm, and served as a 
newspaper circulation executive— 
also are stockholders. 

The size of their combined in- 
vestment was not revealed. None 
owns more than 12% of the total. 
All have agreed to stay with the 
new Sci. Am., red ink or no, for 
at least three years. 


Former ‘Life’ Editor 


This son of William F. Piel, 
Brooklyn brewer,. became a sci- 
ence publisher by way of Har- 
vard (where he specialized in his- 
tory and economics, and made Phi 
Beta Kappa, but “didn’t know 
what an element was”); a few 
months with the former J. Stir- 
ling Getchell advertising agency, 
where he helped Emerson Foote, 
then account executive on Chrys- 
ler Airtemp; as college boy-office 
boy and then as science editor of 
Life, and finally as assistant to 
Henry J. Kaiser. 

When Piel joined Kaiser in 
January, 1945, Flanagan succeeded 


SCIENCE MARKET—Gerard Piel (left), 

editor and publisher of the “new” 103- 

year-old Scientific American, gives 

Dennis Flanagan, managing ‘leer, 

some of his thoughts on corraling 100,- 

000 scientists in one reader-market 
group. 


him as Life’s science editor. 

Gerry is plenty proud of his 
Life work. Like every other young 
college graduate there, he set out 
to be managing editor. After two 
years of trying to make himself 
useful, he was appointed science 
editor. 

The Life hierarchy wasn’t 
taking science too seriously then. 
He admits that at first he ranked 
no higher than the “dog editor.” 
But he had some talent for picture 
stories and straight writing, and 
he refused to be staggered by the 
complexities of science. He was 
left pretty much. on his own—had 
to cook up and “sell” his) own 
stories. 


Plot New Magazine 


But in the next five years—in 
competition with war and cheese- 
cake—he averaged one four-page | 
science story an issue, plus one. 
“photographic essay” monthly. 

While still with Life, Piel and | 
Flanagan were planning a maga- 
zine which they called The Sci- | 
ences, Piel had written several 
pieces on Kaiser, and the indus- 
trialist kept asking him to “come 
on over and help me write this.” 
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will be similar. Although he r us; 
also supervise such matters a; 
circulation, advertising and ; »o-. 
motion, he, and Flanagan, ..’jj) 
have more editorial help. 

Leon Svirsky, former educat on. 
science and medicine editor o; 
Time, has just joined them as 
copy editor, and Albert G. Ing:lls 
and K. R. Chester have been 
added to the board of editors. 
Ingalls, with the old Sci. Am. ‘or 
20 years, is a specialist on oprics 
and astronomy. Chester, a forniey 
staff-photographer for Life, \j}) 
be art director. 


Has 44,000 Circulation 


Gerry Piel is now engaged in 
picking an advertising direcior. 
Promotion is being planned 
through St. Georges & Keyes 
agency. 

When Orson D. Munn sold Sci- 
entific American last fall, it was 
operating in the black. Its cir- 
culation then was about 40,000, 
including 30,000 subscription and 
10,000 newsstand. Today, the cir- 
culation is 37,000 subscription and 
7,000 newsstand. A sizable num- 
ber of the old subscriber group 
were librarians and professors, and 
students. 

The new regime may lose some 
of them. In any event, the pro- 
portion of them will dwindle as 
the new Sci. Am. gains acceptance 
among the “active” scientific 
people. Special prospect lists are 
being worked out, and the first 


| test mailing has been. launched. 


Gerry intends to attract adver- 
tising which will be “addressed to 
the brains of the readers.” Some 


jof the older advertisers, such as 


the Society of Rosicrucians, have 
been dropped. 


Plan Journalistic Job 


A 50-cent monthly, the new 
Sci. Am., the editors emphasize, 
will be a news magazine. They 
hope to dig up some scoops regu- 
larly. There’ll be two big com- 
mon-denominator stories each is- 


|; sue. A “scale model” hypothetical 


And so, finally, Piel went over’! issue lists such subjects as a Na- 


and for 15 months made a liveli- 


tional Science Foundation, with 


hood out of clarifying Mr. Kaiser an “inventory of the public do- 


and his enterprises—which are 
quite as complicated as the field 
of science. 

The job at Life, among other 
things, called for following the 
progress of scores of fields through 
the hundreds of technical and 
specialized publications which 
serve them. 

The job at Scientific American 
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FIRST CITY in the 
SECOND COUNTY 
in INDIANA 


PO gs GARY 


4 


GARY 


LARGEST CITY, 

Next to Milwaukee, 
WITHIN A 100-MILE 
RADIUS of CHICAGO 


in INDIANA 


3 GARY 


PRINCIPAL RETAIL CITY 
and Amusement Center for 
LAKE AND PORTER COUNTIES 


Net effective Income 1946 Estimate SALES MANAGEMENT Population Est. 


Rie GED. 5 ce badd cpc thee $392, 183,000 322,700 
ag tor: 26,784,000 30,300 
$418,972,000 353,000 


The Gary Trading Area is the heart of this pros- 
perous, concentrated, and easily accessible market. 


GARY'S ONLY NEWSPAPER 


HE GARY POST-TRIBUNE 


Home delivered daily to more than 95% of the families in the city zone. More than 80% 
average for the entire Gary trading area. 


More than twice the combined circulations of all five Chicago dailies in this area. 


No other medium even approaches the influence and penetration of THE GARY POST- 


TRIBUNE in this market. 


THE GARY POST-TRIBUNE 


National Advertising Representetives: 


has one of the most productive PULLINE® rates in America. 
*PULLINE measures RESULTS when you advertise in THE GARY POST-TRIBUNE 


BURKE, KUIPERS & MAHONEY @ New York, Chicago, Atlanta, Dallas, Oklahoma City, Los Angeles, San Francisco 


For best results ADVERTISE ADEQUATELY in newspapers 


|main: its resources are men and 
_ ideas,” and a report on wood and 
| its ability to “triple the supply of 
| shelter, clothing, food and energy.” 

Other stories in each issue will 
| be devoted to the physical, bio- 
|logical, social and engineering 
prema and to medicine. In ad- 
| dition to letters and books, each 

issue will carry a bibliography of 
references—a reading list of books 
and papers—for each article. 
| Gerry Piel emphasizes that 
| “we'll be journalists first; experts 
second,” 

In a “declaration of editoria! 
purpose,” set forth in the form of 
/an imaginary dialogue, he shows 
that the old Sci. Am., “like Amer- 
‘ica in the past, ... tended to 
| specialize in the applied sciences.” 
|The new magazine will cover al! 
science, 

“We will not clutter up ou: 
pages with gadgets,” nor with 
|“ “gee-whiz’ stories.” There'll b« 
no “news items.” Each story wil! 
cover all angles of a new develop- 
ment, written in laymen’s lan- 
guage. About 40% of the editoria 
space will be in pictures. 

The new magazine “will no’ 
solve the problem of how we aré 
to manage the consequences 0! 
technical progress. But it wil 
supply the necessary informatio: 
to a large number of responsible 
citizens who may be able to da 
something about it.” 


Names Klemtner Agency 


Paul Klemtner & Co., Newark 
has been named by Nepera Chem- 
ical Company, Yonkers, N. Y. 
manufacturer of ethical pharm- 
aceutical specialties, to handle al 
of its sales promotion activitie: 
except professional journal adver- 
tising, which will continue with 
/Charles W. Hoyt Company, New 
| York. 


Acjvertis 


Gov 
Stun 


Radi 


NEw ‘ 
hes lost 
an advel 
fact tha 
governm 
Powers, 
told a r 
port 
“Progral 
erable s 
time be 
terrupte 

Leadit 
tina are 
than the 
zines al 
support, 
of adver 
teriorate 
head of 
EAA pr 
from Al 


Agenc 
tain the 
which t 
for mal 
taxing < 
and the 
space. 

“Libe 
repeatec 
ened,” I 
eral cas 
have oc 
used ti 
that go 
own ab 
they h 
started. 
added t 
now co 

Altho 
pose gt 
as La ¢ 
transige 
and La 
no new 
campai; 
Mr. Po 


Anot 
Dr. Fre 
own ag 
that th 
will ha 
tising -: 
France. 

Adve 
facture 
the ne\ 
lar wil 
where 
119; th 
hand, » 
coin—t 
from 
rate of 
ous pr 

De. 
import 
France 
tion w 
the re 
consun 
to Fra 
vertisi 
can pr 


Rene 


Pert 
erstow 
sponse 
Speed 
next t 


Hartfe 
name 
York, 
ter V 
merly 


Mac 


Joh 
chief 
he NV 
iorces 
sublic 
live 


ate Gay Meta re W ARMY ede, Sear eth Gy dee” Mao Bina Wg a ee em ete EN tk eka eS cmt ab ie Nii ie ea Wes O cutie Senge te kee da Meee ny alts RES ete oe, aN UE SS ae ee” Egy Ry Pay I HD Ere Ge i a RL wae ETE Piel dye ages nk ede Ry at Seats heen on De rgb SC Ray ro ple Re", ok TR Ue eee ey eg, % sieht ere a i Be A 
er ee os seri dinate eeeaiige Renate 3 ey pet ode JOY We waked oE\ S'S eer bee Ma mk ES Pes eam: ear URN ais 20s Vie aaa Sr ce gael pe i GN ee sec Sere ele te eee Wer eee. ae pe hae eccawiielmenee nec” = eee . SREB 
BSc aie Yc ah RS Reg Say MOLT Nie eee ett ACT eT RIE con WN BPR Beet vate ii wee urate ursnee Mica mee tirze, TOs RaaAie a Sn tM Siew CR ene Oa Ne SA a eee eR Ie Ge + GI ney cee Tt 8 try) ees a fe 
PE Se GE a I a ONO Rec ced aT ee Se oe aie ee On es eee rete hs Oe ee eee he oes 
Ss PSs, Lee Ri : oe ny Cede a Sed ans Nig ras Auth cas an 3 ¥ rae ee i pa, Latemies kan Pin Sse Re ee call Pt ate Sag ns Cn ee oS eS a oP aa ee Oa - 
e ° Ais ey ‘ o 7% po a 
ry Ra ae ee rr ee me 5 eS : =e . ~—. eee a ~ , 5 oe 2 
: / oe suai | 
ao a Tomereehencae + | 
t oes : Pease ok ce p | 
i tae , eee Pe Rie / 
Best : et al 
oe Pee ‘ ee | 
| i : oe po 
a rea. se gi ; | 
zi Tie : | 
i = | 
: : | 
. 7 - | 
gibi Marea ek. ¢ : 
aS RE ein 
PT ea hes ie ea ices ¥ | 
| Sa - * a ae | 
| Sra ; NS ae | 
Se ee | 
Bata a 
| Boe | _ : i : i 
| a | 
fi | | 
* } 
e 
| 
| 
| 
} 
' | } 
i> 
a 
4 erate ET i 
) re 
a : 7 
* | 
—_—_——_——.reeeaS—--—:):): lo eee ee 
: : 
a 
* q ’ " 
» 4 ; 
) hey tog 
“ rin s 4 . . 
‘ p 3 ; a 
) \ 
. 
‘Ba ea eseeeeese eesce = 
: 
° | 
5 ee 
7 > | 
. e 
| - | 
: H 7 | 
‘ . 
° } 
. : : | I OT 
| a 
Bo teenies Prrmrrri iii eece ba | 
{ 
| 
re | 
Ps 
| 
: | ! 
. RR 
a Fx - 
OS 
‘ ; 
’ 
2 ~ 
ce 
| ; - oy 
* - = 
_ be . ee J 
* ¥ \ 
a : 
3 , 4 i pe 
= BS ; e ae ‘ 
e Sales | eee | = 
_ = 0 afta 7?" 
: Bs ° uit 
| & \ in the 
; netwo 
% ' ; ald, C 
\. Kell 
oe ely 
\ } A es ee . 
>. a | 
‘ 
' cia ee 
j ° 2 - 
4 " . ¥ s = @ * ‘ r ‘ ' rd iow . r » 5 e = 
ee ee . a as oY AN x + b, t ‘ oe Ca th Ban na ’ A ; : ae SED mt . Sl aaa a ; PAM 4 cS vie Peano 2 tate (Se j inl oe teres i 


r- 


Radio Advertising 
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Gov't Control 
Stunts Argentine 


New York—Radio in Argentina 
hes lost some of its popularity as 
an advertising medium due to the 
fact that it is completely under 
government control, Joshua B. 
Powers, station representative, 
told a recent meeting of the Ex- 
port Advertising Association. 
“Programs are subject to consid- 
erable scrutiny and may at any 
time be thrown off the air or in- 
terrupted,” he said. 

Leading newspapers in Argen- 
tina are offered more advertising 
than they can print and the maga- 
zines also are receiving liberal 
support, he said, but the quality 
of advertising appears to have de- 
teriorated somewhat. Mr. Powers, 
head of a representative firm and 
EAA president, had just returned 
from Argentina. 


Agencies Stymied 


Agencies find they cannot main- 
tain the high standards towards 
which they had been progressing 
for many years because of the 
taxing demands for their services 
and the difficulties in obtaining 
space. : 

“Liberty of the press has been 
repeatedly violated and threat- 
ened,” Mr. Powers reported. “Sev- 
eral cases of complete suppression 
have occurred. Police have been 
used time and again. It is said 
that government supporters now 
own about 40 newspapers. Some 
they have bought, some they 
started. The editorial voice is 
added to that of radio, which they 
now completely control.” 

Although a few newspapers op- 
pose government measures, such 
as La Gaceta of Tucuman, El In- 
transigente of Salta, La Nacion 
and La Prensa of Buenos Aires, 
no newspaper conducts an active 
campaign against the government, 
Mr. Powers said. 


Advertising Benefits 


Another speaker at the meeting, 
Dr. Francis Elvinger, head of his 
own agency in France, predicted 
that the devaluation of the franc 
will have a tonic effect on adver- 
tising run by American firms in 
France. 

Advertising by American manu- 
facturers will get the benefit of 
the new rate under which the dol- 
lar will buy from 214 to 300 francs 
where it previously bought but 
119; their products, on the other 
hand, will get the reverse of the 
coin—the high prices resulting 
from the application of a free 
rate of exchange will need strenu- 
ous promotion to overcome. 

Dr. Elvinger expects that more 
import licenses will be granted in 
France, and that the new situa- 
tion will be an improvement over 
the recent one, under which little 
consumer goods has been admitted 
to France, and practically no ad- 
vertising has been run for Ameri- 
can products, 


Renews Speedway Show 


Perfect Circle Company, Hag- 
erstown, Ind., will continue to 
sponsor the 500-mile Indianapolis 
Speedway race—at least for the 
next three years—over the Mutual 
network. Henri, Hurst & McDon- 
ald, Chicago, is the agency. 


Kelly, Nason Appointed 


The New York, New Haven & 
Hartford Railroad Company has 
named Kelly, Nason, Inc., New 
York, to handle its account. Wal- 
‘er Weir, Inc., New York, for- 
merly handled the account. 


MacFaden Opens PR Co. 


John R. MacFaden, formerly 
hief public relations officer for 
he Material Command, U. S. air 
‘orces, has established his own 
ublic relations office at 649 S. 


Kilduff Forms Agency 


William T. Kilduff, Cincinnati 
sales representative of Station 
WSAI, Cincinnati, for the past 
two years, has formed Kilduff & 
Co., specializing in certain phases 
of advertising and public rela- 
tions. Offices are located in the 
Keith building, Cincinnati. 


Gridiron Date Set 


The annual Gridiron dinner of 
the Advertising Club of St. Louis 
has been scheduled for April 15 
in the Gold Room of the Hotel 
Jefferson. 


Eaton Promotes Searle 


Williard A. Searle, on the med- 
ical sales staff of Eaton Labora- 
tories, Inc., Norwich, N. Y., has 
been named director of medical 
sales promotion. 


Reumann Joins ‘Holiday’ 

Vincent Reumann, formerly on 
the advertising sales staff of Es- 
quire, in charge of the liquor clas- 
sification, has joined the New 
York sales staff of Holiday. 
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DO YOU HAVE A MERCHANDISING PROBLEM? 


. vS*PHELPS SALES IMPELLING 


MERCHANDISING DISPLAYS 


OF TUBULAR STEEL, DESIGNED 
TO DISPLAY YOUR PRODUCT. 


* Modern * Sturdy « Long-lived 
_ « Compact + Attractive 
@ A Phelps tubular display can be engineered as a 
dispensing unit or for display only —shelves, trays, 
or special racks can be provided. 


We will be glad to submit sketches and prices — send 
us illustrations of your products. No obligations. 


. lhe California without the 


illion ollar alleyofthe ces 
( 


on the American 


ments; by 


: was the man 
ames Wilson Marshall to California. It ho = 


overrun by fi the rush from ¢ e d it was in 
mbarked on 4 9 


acramento »*" 
This year, 4s Califor =e The Sacramento ©.” 


Bee join i | 
—\ 


ose dis- 


era. An 
first of oe McClatch News- 


ded. 
jaa = Centennial 


o i rbe Modesto 


National Representatives . . . O'Mara & Ormsbee, Inc. 
San Francisco 


New York * Les 


Jlive St., Los Angeles. 


C 


Angeles °* Detroit * Chicago ° 


PHELPS MFG. CO. rerre HAUTE, INDIANA 


N CALIFORNIA'S great Valley market, the gold rush 
| is still on. Total buying power is close to 2 Billion. 
Retail sales top 114 Billion—that is more than any one 
of 22 States.* 

Yes, this is one of the West's major markets. But, 
remember, it’s also an independent market that you can- 
not cover with outside newspapers. Prosperous Valley 
people, living well inland from the coast, read and heed 
local papers—The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. 

In an area containing three quarters of all the valley's 
buying power, these three McClatchy papers far out- 
circulate and outsell all competition—local and West 
Coast. 


*Sales Management's 1947 Copyrighted Survey 
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Thinks Spot Should 
Be Called ‘Selective’ 

To the Editor: You may be in- 
terested, in connection with the 
current. discussion of a new name 
for spot radio, in the following 
copy of a letter I sent to Paul H. 
Raymer on Jan. 27: 

Mr. Paul H. Raymer, 

Paul H. Raymer Company, Inc., 
366 Madison Avenue, 

New York, N. Y. 

Paul, we believe the advertising 
you have been doing, supporting 
your contention that we need a 
new name for Spot Broadcasting, 
is absolutely correct. 

A careful analyzation shows 
that this type of broadcasting al- 
lows the advertiser to: 

1. Select the market or markets 
he wishes to cover without the 
necessity of purchasing fringe 


This department is a reader’s forum. Letters are welcome. 


markets he doesn’t need. 

2. Select the type of program 
best suited to reach the class of 
prospect his product appeals to. 
This may be male, female, gen- 
eral family, young or old, urban 
or rural residents, or high or low 
income bracket. 

3. Select from the many pro- 
grams available one that fits his 
budget — network, co-op, locally 
produced, live shows, 
disc jockey, or women’s participa- 
tion, news, sports, or transcribed. 

4. Select the best times of day 
or night to reach the required 
audience. 

5. Select the station or stations 
in the market, following the best 


/available programs and times. 


6. Select the best available 
chain breaks or minute spots ad- 
jacent to programs of established 


hill-billy, | 


prestige. 

In short, Spot Broadcasting is in 
reality Selective Broadcasting. Is 
there anything wrong with that 
name? 

Homer GRIFFITH, 

Homer Griffith Company, Inc., 

Hollywood, Cal. 
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Ad Follows Old Style 
with Modern Touch 


To the Editor: Like most of 
your readers, we find “The Cre- 
ative Man’s Corner” one of the 
most interesting features of your 
splendid publication, and with the 
thought in mind that you and 
your readers may be interested 
in typography and layout as prac- 


ticed 50 to 75 years ago, we are 
enclosing a proof of an advertise- | 


ment which recently appeared in | 


the Amador Dispatch, Jackson, 


SHEET 
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POSTER 
REPRODUCTION 


@ During 1947 the Thomson Symon Company reproduced 


823 individual 24-sheet poster designs in quantities from 10 


to 1,000; this in addition to display and car card reproduction 


.. . a background of experience that is your guarantee of 


quality and economy. 


e 


Thomson Symon Company is now in its Twenty-Third year 


of service to advertisers and agencies throughout the country. 


During 1947 our specialized processes were used in poster 


reproduction for practically every classification of business. 


Listed below are the types of advertisers served and the 


number of different designs reproduced for each type last year: 


a 197 Radio Stations.......... 39 

Denasesceccctessacnse 165 Ps sa. cexebuhscs 35 

Ds 24+ncevesnceenes 105 Department Stores..... 34 

er ere 93 PE ci Ricccccedncese 27 

MGS ss 2b0 sub nve Cede 43 Newspapers............ 21 

SS 40.03 500 ceanbemaee 41 Transportation.......... 12 
GO. ss cuba cnndaskae 11 


POSTERS 


THOMSON SY 
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Ge Ae. FY Se 29 


MON 


DISPLAYS 


CO. 


A N A 


SALES OFFICES IN NEW YORK - CHICAGO - CLEVELAND - ST. LOUIS - PHILADELPHIA ATLANTA~ LOS ANGELES 


Advertising Age, February 9, 1049 


Besement ef Weil 


FAT PUMA LE BES Served at fll Jeers 


tod ——— og 
Fras Ccommemetaling lhe Belden knniwvetsa } 
{1887} the Clablihment ef ABATE 


.. THE LOUVRE... 


SOUTH WAIN JTREET, JAG 


Gur Fadiee Wit! Bo Fuppliod With Qoory Fubstantia! and Doli 
end de Served Up In The Best Of Style 


Ser | ~~ A 
IPTY YEARS AGO an announcement of the opening pa A 
QS tee tovrne seme oe ne soe name 7 HALF 4 CENTURY The Louvre has been high 
Ce eee Guess & Se Geet fe Wes aS ae Among the popular refreshments spot in this cit 

Renno Building, on South Main Street, by Ben G. Ross ~; enh hs Gn tbs a & 
late one of the lessees of the Nations! Hotel Mr Rose & c 
‘wo well Anown to our citizens end the publi: in genera! - ‘There are many that recall The Louvre of © score of twy 
© Reed any encomiums at our hands yet we say that Re - years ago when Ht served with its fine stesks and foods 
io & genial gentieman, well qualified wo preside over The - and those recollections are fond memories of an st 
Leuvre, and we predict that he will ‘to 6 good business monphere of hospitality Wut has endured and thrived 
Re ee ee ioe Jone that have been modernised for your 
wants pertecuy ens to Rome 2 March wader 
of the following year it was announced that Ren | Row We aed & Gone SO ST tenors 

the Louvre, has made arrangements with Turkey Dinners marageennn Louvre tied 
eek Seecee Goan of fan Prowiern, to tome (ne seres of cm nership James Ghtardi has been identified 
epeciality teams from that well known place of resort give w WIth UNe estabiichment for almost thirty four of the Aimy 
etmen Seo Tae wel be acting of oem Presb years Angels Duss became an asseriate a decade later and 
every (wo weeks. Al presemt the attraction is the Badger Oysters Any Style 
Brothers musical specialists who perform on the <jaltn During ““R” Months ee rt ae aa ors a ee 
cornet, mandolin, musica! coine, bamboo chimes ratte orpantaat opulerny 
and sheigh bella They are musicians of sbility. and The 90 oct Cs Gen for The Louvre and have gained for Ht @ reputation thet ts 
Louvre showld be crowded nightly to hear them. The ad- i 4 favorably known throughowt (is mate The Louvre re 

J} Milaston ie free, and Ben invites everytedy to hear th 

music.” So K appears that Jackson had its night chube Board by the Day, Week or 
half century ago and that The Louvre was uen one of Moath at Reasonable Rates 

Uhe centers of attraction 


& Beane | 
| 


y of the Beason 


The Whetcet of Wines, Liquars aqd Sigars | 


mains a center of honpitality and attraction ond Hts numer. 17) 
F ous patrons will greet with hearty congretuistions snd 
best wuohes the snc asion of its Golden Anetorecery 
< 


Cal. 

It appears to us that the layout 
man on this job followed the 
style of nearly a century ago 
without losing much of the mod- 
ern touch. We feel sure that you 
will be interested to know that all 
of the type and ornaments used 
on this job, with the exception of 
the machine-set type, is original 
type, some of it wood carved, 
which came to California in the 
days of °49, and was reproduced 
by our good friend, Warren Read, 
publisher of the Amador Dispatch, 
who owns this priceless type. 

Reference to the quote in the 
lower left-hand type panel in- 
dicates that copywriters of that 
day and, age were equally as 
prolific as the high-priced copy 
man of today. That reference to 
the Badger Brothers would cer- 
tainly do credit to the most ver- 
satile theatrical copy man of Chi- 
cago, San Francisco, or even New 
York. The line, “Hot Free Lunch 
Served At All Hours,” would cer- 
tainly be a punch-line in copy of 
today. 

At any rate, we thought you 
might be interested in this rather 
unusual proof, and pass it on to 
you for whatever use you may 
care to make of it. 

JoHN A. (Jack) ROLLINS, 

Rollins and Adams, Advertis- 

ing, Modesto, Cal. 


Arno Johnson Statement 
Gets a Pummeling 


To the Editor: I would like to 
differ with the recently published 
story in ADVERTISING AGE in which 
Arno H. Johnson of the J. Walter 
Thompson Company points out 
that since the average American 
has more schooling, he has neces- 
sarily gone up in_ intellectual 
stature. 

The truth is that our educa- 
tional system is so devised today 
to push a kid through school re- 
gardless of whether he has any 
brains or not. A Chicago high 
school teacher once told me that 
you can enroll a monkey in the 
Chicago schools and it would 
graduate, provided you had some- 
one sit in the monkey’s seat when 
the roll call was made. Lack of 
jobs for youngsters has tended to 
keep them in school simply as a 
measure of restraint to keep them 
from running wild. 

If you wish to know how idiotic 
and moronic the American public 
is, just listen to any of the quiz 
programs. Dr. IQ struggles to help 
his customers win, yet the typical 
theater audience anywhere shows 
only the most rudimentary sense. 

My own guess is that about 5% 
of the population has good sense; 
some 15% is reasonably intelli- 
gent. Another 20% knows enough 
to get by but is intensely gullible. 
The rest of the population is mo- 
ronic. When you-realize that de- 
partment stores won’t trust 85% 
of their customers with charge 
accounts, and a vast multitude 
will plunge head over heels in 


idebt if permitted, you get some 


idea of the natural intellectual 
morass that surrounds us. 

I have been out of university 
for 28 years. Fully half of the 
students that got degrees with me 
are entitled to sue the school for 
obtaining money under false pre- 
tenses. It would have been a 
kindness for the university simply 
to have graded them and sent them 
home. In short, schooling does 
not even mean common sense, let 
alone understanding. The earn- 
ing capacity of these folk is largely 
| dependent on economic surround- 
|ings, and not on inherited ability. 
Families with dough keep their 
kids propped up. 

THOMPSON BLACKBURN, 

(Who learned the business at 

Jim Woolf’s knee), Wilmette, 

Til. 
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Let the Agency Judge, 
Agencyman Advises 

To the Editor: So Mr. Hoye 
fell for the “tiny print” in a con- 
tract when he subscribed to a di- 
rectory listing [AA, Jan. 12]. 

Despite Mr. Hoye’s righteous in- 
dignation at this snide practice, 
I cannot but feel that his negli- 
\gence is a contributing factor to 
the success that these shady opera- 
tions enjoy. 

We have Better Business Bu- 
reaus to protect the general buy- 
ing public because they are not 
expected to be cautious nor astute 
enough to study 4-point qualify- 
ing clauses. 

We have advertising agencies to 
consult on the matter of buying 
space. And whether it’s a color 
page national or a one line di- 
rectory listing non-commission- 
able, I’m sure Cory’s agency would 
have been glad to advise. 

One of our clients signed one of 
these self-renewing contracts 
(probably with the same direc- 
tory) and we told them just what 
we say to Mr. Hoye—use your 
agency. That’s why you have an 
agency—and if your agency-client 
relationship is right, protective in- 
formation would cost not a cent 
extra. 

When space salesmen call-— 
whether representing SEP or the 
Church-around-the-corner’s Bingv 
program—listen to their story. I! 
it sounds good say, “It sounds a!! 
right to me, now tell your stor) 
to our agency and if they ap- 
prove, we'll buy.” 

If the deal is shady or shodd 
you'll never hear from _ then 
again. 


ALLAN J. COPELAND, 
Allan J. Copeland Advertis- 
ing, Chicago. 
ee 


Mansfield Dealer Drive 
Blankets the U. S. 


To the Editor: I thought yoi 
might be interested in reproducin: 
the series of very unusual poster: 
that we have developed for use 
in 1948 on one of the accounts we 
represent, the Mansfield Tire & 
Rubber Company, which manufac- 
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CENTURY 
cr, TIRES 


tures this tire along with three}! 
other brands we also handle for 
them on outdoor advertising dis- 
plays, Richland tires, Mansfield 
tires and United tires. 

Robert Moster is the account 
executive for T. R. Sammons Out- 
door Advertising Agency on this 
account. He was formerly with 
McCann-Erickson’s Cleveland of- 
fice. 

The outdoor advertising plan 
for Mansfield Tire & Rubber Com- 
pany is a 50-50 cooperative pro- 
gram with dealers and jobbers in 
every state in the U. S., and in 
addition to this 50-50 program 
with dealers and jobbers the 
Mansfield Tire & Rubber Company 
will release a display on 1,100 
posters displayed on all major 
U. S. highways. 

T. R. Sammons, 

T. R. Sammons Outdoor Ad- 

vertising Agency, Mansfield, 

oO. 
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Potlatch in Chinook 

To the Editor: On the North 
Pacific Coast, the early settlers 
talked to each other and to the 
Indians in what was known as the 
Chinook jargon. It was the lingua 
franca of the territories, and com- 
prised rough approximations of 
English, French, Russian, Spanish 
and native Indian (Siwash 
tribes). : 

Gregory Price Ltd., a clothier 
in New Westminster, has made ef- 
fective use of the language and 
the colorful history in connection 
with what it called its Potlatch 
(another Chinook work meaning 
“give away”). 

Chinook was used throughout 
the copy and a glossary of terms 
appeared in the advertising and 
in the windows, which of course 
were dressed to suit the occasion. 

In order to find out as they say 
“what the first inhabitants of this 
part of North America wore on) 
festive occasions” Price has also) 
put on a contest with substantial | 
prizes, and Indians in full regalia | 
will appear for judging. To add | 
to the interest they have also) 
arranged to pour adequate photo- | 
graphic light onto the judging | 
platform, and have broadcast an 
invitation to all camera fans to 
come and snap to their heart’s 
desire. 

The Chinook jargon is just as | 
colorful and interesting as ine 
language of Hawaii; indeed, there | 
are a few Hawaiian words in it, 
because the early arrivals to this 
part of the world came via the 
Sandwich Islands, and there are 
still Hawaiian families residing 
here. 

Advertising is prepared by Roy 
A. Hunter, Advertising Counselor. | 

Roy A. Hunter, 


Vancouver, B. C., Can. 


Bausch & Lomb Manual | 
Makes Hit with Trade | 


To the Editor: The accompany- 
ing sales manual on Bausch &| 
“Lomb binoculars has made such a 
nit with our trade that we thought 
your readers may be interested in 


because they thought it was too. 
voluminous and too forbidding. 

This seemed like a reasonable 
cbjection, but we think that we 
found a satisfactory answer to it 
in the adoption of a small page 
size with easy-to-read type and 
sprinkled liberally with lively ill- 
ustrations. 

Its effectiveness was further en- 
hanced by a system of personal 
distribution to the dealer sales- 
men through our wholesale out- 
lets. 

This booklet has been unusu- 
ally successful. It has made a hit 
with the entire trade and is ap- 
parently doing the job for which 
it is intended exceptionally well. 


M. C. WILLIAMSON, 


Advertising Manager, Bausch 
& Lomb Optical Company, 
Rochester, N. Y. | 
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Colorado Has Success 


with Testimonial Ads | 


To the Editor: At long last I 
have gotten around to the Nov. 24 
issue of your very excellent pub- 
lication, and I noted with great 
interest the intriguing article on 
the Oklahoma Planning and Re- 
sources Board pioneering the use 
of testimonial-type advertising to 
attract new industry. 

I don’t want to steal any of our 
good neighbor’s thunder, but this 
department under one of its ali- 
ases, Colorado Department of De- 
velopment, has been featuring 
testimonials in its advertising in 


e li Mild, open 
invigorating summers. Average 300 
days a year. 


Production Costs 20% to 25% Less 
Says Former Eastern Manufacturer 
“The class of labor out here will 


just naturally turn out more work 
is due to the fact 


to the fact. that the climate is so 
invigorating that they are in bet- 
ter physical condition to turn out 


Se Sas. I bo 7 Te afte 
W.G.F Pres, making our product to 

fo sag ~— cheaper than we ever back 
Associotes, inc. t before the war.” 


Denver,Coloradg This unsolicited letter shows 
why more and more manufac- 
turers are finding it profitable to locate their 
factories in Colorado—and why, according to 
the National Bureau of Census, the value of 
manuiactured g per wage earner Colo- 
rado is 29.6% above national average. 


Key facts you should 
SEND FOR know about industrial 


FACT BOOK Scloraso, marke. lc 
rials, transportation, banking facilities, industrial 
sites—many other facts. 


Mail coupon now for booklet 


all major news and business maga- | 
zines since as early as 1945. I am 


enclosing as an example our ad 
which appeared in three business | 


books last September, which gives 
a prominent portion of its space to 


a testimonial letter by a former | 
eastern manufacturer now located | 
I am attaching a) 


in Colorado. 
copy of the industrial booklet with 
which we answer inquiries arising 
from these ads, and you will note 
that the entire inside front cover 
is given over to testimonials. 

We feel our success with this 
type of advertising has certainly 
justified itself in the past, and we 
plan to continue it to some degree 
in the future. For your informa- 
'tion I am also attaching a copy of 


_the department’s general report, 
| which gives on Page 7 the story of 


en with a specific purpose in mind | our industrial promotion efforts. 
—to tell the salesman everything | 1h¢ account is handled by the 
ne should know concerning the | Galen E. Broyles Advertising 
manufacture and performance of) Agency in Denver. 
Lewis R. Coss, 
Director, Advertising and 


a quality line of binoculars. Natur- | 
Publicity Committee, State of 


ts content and format. 
Copy for this booklet was writ- 


when copy was completed, our) 


ally, there was much to tell and) 
Colorado, Denver. 


sales department was concerned | 


24 PAGES OF 
DAIRY AND FARM 
INFORMATION 


F, ACTS to help you select and se 


America’s Greatest Dairy Farmers 


fi. “ 
Answers to Questions 
Such as These 


7. How many milking machines 
are owned by Wisconsin Ag 
farmers compared to the 
average U. S. farmer? 


y 3 What's the potential for fu- 
ture milking machine sales? 


j How do Wisconsin Ag farm- 
ers compere with average 
U. S. farmers in income from 
oll farm sources? 


4, How many Wisconsin Ag 
women have power-driven 
washing machines? 


Ls How many Wisconsin Ag 
. farms next to a high-line 
have running water? 


NOTE: Records for individual farms 


ond farmers were not made available 
to Wisconsin Agriculturist ond Former, 
nor to anyone else, since the Census 
Bureow is prohibited by tow from 
disclosing information relating to any 
individual farm or farmer. 


As taken by the U.S. 
Bureau of Census 


Would you like an exact statistical picture of Wisconsin 
farmers you'd like to sell? Would you like to know how 
they add up in the number of cows they milk, the bushels 
of grain they grow, cost of feed bought, number of cars 
and trucks owned, percent of farms equipped with 
electricity? All this information plus a good deal more 
has been gathered for you in a special study made by 
the U. S. Bureau of the Census. All work was done by 
Census Bureau personnel at the expense of Wisconsin 
Agriculturist. Resulting facts and figures will help you 
plan better to sell the rich, progressive Wisconsin farm 
market; will tell you in detail about Wisconsin Ag 
farmers, their families, their business, their income. 
Copies of this free, 24 page book are limited—be sure to 
get yours early. Send name and address on coupon below. 


WISCONSIN 


AGRICULTURIST & FARMER 


ae me eae : : : 
SS a SS Gu Gees Geet cee Gee 


NAME 


Wisconsin Agriculturist and Farmer, Racine, Wisconsin 


Gentlemen: Please send me your new booklet giving a 
Census Bureau picture of Wisconsin's top farm market. 


AA-2-9 


ADDRESS. 


CITY. 
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New FM Station Aired | 


ow FM Station Aired Borden Offered 


broadcasting the only full-time) 
frequency modulation programs in | 


the Twin Cities from its St. Paul | 995 000 and Af) 
studios. The station claims to be| | 

the most powerful FM station in| 

the nation with a 10,000=watt in- A id 'B d’ 
put and approximately 100,000) 

watts radiated power, and guar-| dl Caulregar 
antees coverage in a 150-mile 


radius of the Twin Cities. Elsie's Mischievous 


 'Bullyboy' Gets an 


THE ii EG RO | Elegant Name 
By PATRICIA RYDEN 


MAR KET is New YorK—In a St. Louis hos- 


T E FP RF i F i C | |pital during Christmas week last 
mw year, Mrs. Gurnee Williams, a 

1s quillion | American Ne d | housewife from Kirkwood, Mo., 
ollars a year! If you have i - 

food, drinks, a , or any other — recuperating from an op eo 
products to sell, reach this big buying |tion. A strange man walked in 


public through the Negro papers a | iq: “ 
Rg BB F _ it~ |and said: ‘T want to talk to you 
papers, inc. 545 Fifth Ave. 1. Y., can | about Elsie’s baby. 
“You must have the wrong 


show you ‘how 6 ge = these | 
publications reap markets and 

floor,” she answered. “The ma- 
ternity ward is upstairs.” 
Research Co. of America on brand | 4 pore 


profits! Write us . 

NOTE: We now have facts compiled by the 

preferences of Negroes from coast to coast. | 1 W° days later, during the 
rite now for this free information. |“County Fair” program, master of 


Get this complete listing of 
men you want to reach with 
salesmen or direct mail *” | 


The 1948 Indiana Industrial Directory—just off press—is the most 


comprehensive reference ever published for those who sell in the } 


Hoosier state. In 250 fact-packed pages (size 8.” x 11”) it contains 
complete data on 8,900 potential customers . . . names of executives 
... detailed information on the 689 cities in which they are located. 

More than a mere listing of Hoosier manufacturers, processors and 
wholesalers, the Indiana Industrial Directory details products, brand 
names, addresses, executive’s names, branch offices and number of 


employes. Provides a three- ioe. 


way index to 100,000 facts 
—alphabetical, geographical CONTAINS 
and by product. 100,000 FACTS: 
Every salesman covering 
Indiana—and every sales de- 
partment—needs a copy of 
this complete, authentic di- 
rectory, compiled and pub- 
lished by the Indiana State 
Chamber of Commerce. Or- 


ing of 8,900 a simplified list. 
wholesalers, classified ~ waa and 
1€ ENCYCLOPEDIA 


? Detailed ; 
tion = $89 Indiang mn led informa. 


momes of . 

: Prod executi 
der for every salesman in mnber tenn names, branch offices ‘nd 
your organization, Only $10 in those cities @! industries located 


(prepaid). Order today. 
INDIANA STATE 


ceremonies Win Elliott put a 
phone call through to Mrs. Wil- 
‘iiams, then at home, and told her 
she was the winner of the $25,000 
prize contest to name the new off- 
spring of Elsie, Borden’s famous 
cow. For suggesting the name 
Beauregard and the best 25-word 
statement backing her choice, Mrs. 
Williams was $7,500 richer. 


Sound Reason for Choice 


Beauregard is a pretty fancy 
name for a bull—even for a very 
fancy bull—but the Borden Com- 
pany has its reasons for the choice. 
It was chosen by the impartial 
judges largely on the basis of its 
adaptability for advertising pur- 
poses. The name will tend to 
make Elmer, Elsie’s husband, feel 
uncomfortable, and therefore act 
more bullish than ever in his pub- 
lic appearances. And it is an ele- 
gant enough name to provide a 
strong element of incongruity 
‘which Borden’s copywriters will 
| presumably exploit hugely. 

Beauregard is a tough, mis- 
chievous little calf. In his first 
appearance in Borden ads he can 
be seen playfully pulling the ring 
on his pop’s nose, splashing water 
on Elmer while in his bathinette, 
and eating his father’s pocket 
watch. No doubt he will keep the 
Borden family in a constant up- 
roar. 

Many unfortunate 
will probably ask why, then, 
Butch was not fitting. Borden 
feels the long ornamental name is 
in itself a fact on which many 
situations can be built. The more 
commonplace type of name would 
probably fall flat after a short 
time. Finally, the company feels 
that Beauregard fits in well with 
names of other Borden bovine 
characters. 


Others Win Prizes, Too 


Of the 400-odd_ contestants 
among almost a million entries 
sifted by Reuben H. Donnelley 
Corporation who sent in the name 
Beauregard, approximately 150 
were automatically disqualified 
because they didn’t follow the 
rules. However, all eligible Beau- 


contestants 


-|regards will receive a prize, al- 


though most of these will be small. 

Beauregard has already ap- 
peared in person before 1,000,000 
fans—before his christening. But 


his future will be even busier. Ads 
announcing his new name are now 
hitting the public in magazines. 

Promotion and publicity ideas 
for the new calf are in the jelling 
stages over at Borden’s. And one 
of them which might occur later 
this year involves one of the entry 
letters which did not win. 

The Donnelley people received 
an entry from an Army man sta- 
tioned on the Marshall Islands. He 
suggested the new baby be called 
Marshall, after the islands, and 
his reason was a pretty good one. 


Birthday Party Coming 


Even though Marshall Island 
natives had never seen a cow, they 
had become very attached to Elsie 
and her family through magazine 
ads. Since the king of the island 
always makes a fuss about any 
new male arrival on the island, he 
is quite happy about Elsie’s new 
baby and wants to throw Beaure- 
gard a big shindig next summer 
on the bull’s first birthday. 

Who knews but that Beaure- 
gard or one of his bovine cousins, 
who will help him make public 
appearances, will show up as 
guest of honor next August in the 
Marshalls. ’ 

As for Mrs. Williams’ reason in 
selecting the name Beauregard— 
it’s not for publication. The Don- 
nelley organization, Young & 
Rubicam and Kenyon & Eckhardt, 
Borden’s agencies, and the Borden 
Company itself, do not want to be 
deluged with crank letters from 
losers who naturally would place 
their reasoning above the win- 
ner’s, 

What counts most is that every- 
body is happy with the name ex- 
cept Elmer—and isn’t that usually 
the case? 


Koken Names Ridgway 


Koken Companies, Inc., St. 
Louis, has named the Ridgway 
Company, St. Louis, to handle its 
advertising. Business papers and 
direct mail will be used to pro- 
mote Koken’s line of barber and 
beauty shop equipment and lab- 
oratory products. 


Bishop Appoints Barton 

Ken Barton, formerly program 
director of Station KWKW, has 
been appointed director of radio 
and television of Bishop & Associ- 
ates, Los Angeles. 


Fy 
ae 
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Paper Drapes Get 
New Ad Promotion 


CINCINNATI—Clopay Corpo: ,- 
tion here will kick off a five. 
month consumer magazine drive 
in 21 publications for its new 
paper drapes, beginning in March. 

Forty-two ads, in color and 
black and white, will boost the 
complete line of drapes for every 
window of the house or apait- 
ment: The drapes come in eight 
floral patterns, a plaid and a 
stripe, in 31 color combinations, 
and retail for 98 cents a pair. 

The drive also will boost Clo- 
pay’s paper window shades and 
venetian blinds. 


Names Schoenbein 


Frank H. Schoenbein, formerly 
an account executive of Drury 
Company, San _ Francisco, has 
joined the West Coast sales staff 
of Western Associated Farm Pa- 
pers. He will make his headquar- 
ters in San Francisco. 


To Palm & Patterson 


Palm & Patterson, Cleveland, 
has been appointed to handle the 
advertising of White- Roth Ma- 
chine Corporation, Lorain, O., 
manufacturer of diesel engines. 
Business papers and export media 
will be used. 


To Olmsted & Foley 


Olmsted & Foley, Minneapolis, 
has been appointed to handle the 
advertising of the First National 
Bank of Minneapolis. 


FRANKLIN 


NASHINGION 
Za 


11-17 SO. DESPLAINES ST. » CHICAGO 6, Ill. 


no substandard ingredients. 


- an improvement even over 


CHAMBER OF COMMERCE 


(prepaid). 


Name 


Indiana State Chamber of Commerce 
200 Board of Trade Building 
Indianapolis 4, 


Enclosed is check (or money order) for 
the 1948 Indiana Industrial Directory, @ $10 per copy 


ee ae ae ee me ce ae eae ee ee 


Indiana 
_copies of 


Company 
Address. 
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This new Sanford’s Rubber Cement is made from 100% pure crepe rubber— 
none of the so-called “natural” rubber which is smoked nor synthetic rubber. 
It does not stain . .. no unsightly discolorations even when used for 
frisketing or +~y | on pure white paper. It is so clear and stays so trans- 
parent, it does not show yellow through tissue when dry. It takes up easily, 
shifts readily until dry—and sticks as long as you want such an adhesive 
to stay. Its pure rubber base enables you to thin it to the weight the par- 
ticular job requires. 


Try this improved rubber cement. Ask your stationer or art store today for 
Sanford’s pure crepe Rubber Cement. 


4 


SANFORD INK CO., BELLWOOD, ILL. 
NEW YORK: 500 FIFTH AVE. 


Here's that New Improved Transparent Rubber Cement that doesn't 
show through paper when dry 


Lbber (Saea¥ 


OF PURE CREPE RUBBER THAT 
LEAVES NO STAIN 


Cleans Up Easily . . . Absolutely no smoked 
rubber included 


An improved rubber cement is now available . . 
the pre-war cements—a rubber cement that contains no make-shift materials, 


Semforls 


RUBBER CEMENT 


Supplied in the big gallon can 
size for studios and Teds, regular 
users. 


Also in quarts 
and pints. 


A convenient 
form for studio, 
office and home 
use - ey Bs 
pensin e 
with beech, 
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BERJACK 


SYRUP 


ne — . 
RICH FLAVOR OF maritt 
—— 3 


e.— - 
SIMPLY DELICIONS 


‘What's more pleasant than a waffle party! 
Economical 100! Waffles never tasce as 
good as when they are sweetened with 
Nolley'’s LUMBERJACK SYRUP. 


uy VOMBERIACK 


* 
Incompareble 


esos NALLEYS 


of Hotcokes Padget Zid por Plaine 


PLENTY—Nalley’s, Inc., Tacoma, Wash., 

tells housewives its Lumberjack syrup is 

plentiful again, in newspaper ads ap- 

pearing in Washington, Oregon, Idaho, 

Montana and Utah. Milne & Co., Se- 
attle, is the agency. 


WBKB to Add 
Viewers; Becomes 
Boxing Promoter 


Cuicaco—Television Station 
WBKB here is going into the fight 
promotion business. 

It has arranged with the city 
council of Michigan City, Ind., and 
the city’s school board to inaugur- 
ate a series of Tuesday night pro- 
fessional boxing matches. WBKB 
will share the losses or profits, 
and it will have much say about 
the scheduling of the fights. 

The reason: WBKB has run into 
resistance in obtaining long-term 
rights to televise sporting events. 
Although some promoters testify 
that television has upped their at- 
tendanece, others consider video 
competitive. 

WBKB, by arranging to develop 
the Michigan City boxing bouts, 
hopes to create a new attraction 
that will draw additional audience 
and not depreciate the audience 
of Chicago sport attractions. Com- 
mercials will originate at Mich- 
igan City’s Elston Auditorium. 

To bring the matches to the 
Chicago audience, WBKB will use 
relay facilities built primarily to 
relay pictures of Notre Dame foot- 
ball games played in South Bend, 
Ind. Ultra high frequency direct- 
view transmission is used between 
the Indiana cities and Chicago. 

WBKB also is beginning to use 
spots and direct appeals on its 
shows by Bill Eddy, head of the 
Station, to urge members of its 
audience to attend their favorite 
sports events in person as well as 
view them on their video receiv- 
ers. 


Timmerman Transferred 
to ‘American Druggist’ 

E. W. Timmerman, formerly di- 
rector of trade relations of Good 
Housekeeping, has been named 
Vice-president and publisher of 
American Druggist, another Hearst 
publication. He succeeds Kenneth 

. Hurd, who resigned to become 
Vice-president and director of Fed- 
eral Advertising Agency, where he 
will head a special department of 
drug product marketing. 


To Eastern Advertising 


_Eastern Advertising Company, 
New York, has been retained to 
handle the advertising of Yellen 
& Fain, New York, music pub- 
lisher, Trade publications, news- 


Papers and direct mail will be 
used, 


Colby Joins Berger 

Martin Colby, former account 
executive of Bass & Co., New 
York, has joined Alfred Paul Ber- 
ger Company, New York, in the 
Same capacity. 


WAA Is on Pan 
Again; Charged 
With Unfair Ads 


PHILADELPHIA — War Assets Ad- 
ministration is having a hard time 
writing promotional literature 
which doesn’t offend anyone. 

Latest protest, charging unfair 
advertising, came from William M. 
Leader, president of Philadelphia 
Branch 1, Hosiery Workers Union. 
In a letter to Jess Larson, he con- 
demned direct mail pieces sent to 
Pennsylvania industrialists, invit- 
ing them to re-locate in other 
states such as Mississippi, where 
“low taxation prevails and labor 
is friendly.” 

“I must protest the use of fed- 
eral funds to dislocate Pennsyl- 
vania industry,” he wrote, “and I 
must even more strongly protest 
the disruption of industrial pro- 
duction.” 


C of C Supports Leader 


Chamber of Commerce officials, 
who had made similar protests to 
congressmen several months ago, 
supported Mr. Leader’s position 
“He had a valid objection,” Clar- 
ence Toland Jr., president of the 
chamber, said. “We have felt ii 
unfair that federal tax money, to 
which the citizens and industrie 
of Pennsylvania contribute, should 
be used in this way.” 

The Philadelphia protests over 
the ad copy are quite similar to 
those made by the Hartford Cham- 
ber of Commerce recently (AA, 
Dec. 15). 

In answer to the charges, Gen 
Norman B. Cota, WAA regiona! 
director, denied any intention on 
the part of WAA to drive indus- 
tries from one state to another. 
He admitted that the ad’s word- 
ing could have been interpreted 
as the protests indicated, and de- 
clared that all officials henceforth 
will try to check so that ambigu- 
ous wordings do not appear in the 
ads, 

Strict instructions have been is- 
sued, Gen. Cota said, “that the 
sort of wording which might be 
constructed as an attempt to in- 
duce industry to go to another 
state is to be avoided in the fu- 
ture. The WAA is interested in 
disposing of all property. It is not 
the intention of the WAA to drive 
industries from one state to an- 
other.” 


Names Seckler A.M. | 


Arnold Seckler has been named 
advertising manager of Maurice 
Handler of California, Los An- 
geles, manufacturer of junior miss 
swim suits, and has been appointed 
secretary and treasurer of M & H 
Beachwear Company, the name 
under which the Maurice Handler 
factory operates. Mr. Seckler was 
formerly in charge of sales pro- 
motion and publicity of Gerald 
Stahl, New York, industrial de-' 


signer. 


Transfers Sinding 

Sawyer-Ferguson-Walker Com- 
pany, newspaper representative, | 
has assigned T. A. Sinding of the 
Chicago office to the electrical ap- | 
pliance classification to handle all | 
accounts in this category through- 
out the country. This is the first 
time the company has assigned a 
man to an account classification, 
rather than on a territorial basis. 


Elected Previews V.P. 


Robert T. Furman Jr., advertis- 
ing and promotion manager of 
Previews, Inc., New York, na- 
tional real estate clearing house, 
has been elected vice-president in | 
charge of advertising and promo- 
tion of the company. 


To Standard Publishing 


Dorothy Rogers, formerly public 
relations director of the Cincin- 
nati Community Chest, has joined 
the sales promotion department of 
the Standard Publishing Company, 


Cincinnati. 


Cc. D. BERTOLET & CO., INC. 


Advertising Representatives 


CHICAGO 
30 N. Dearborn St., CENtral 0481 


Where the sincere... are SINCERELY yours 


110 E. 42nd, Rm. 803, Lex. 2-6176 
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Names Brown PR Chief 


G. Stewart Brown, formerly na- 
tional vice-chairman in charge of 
public relations of the American 
Red Cross and director of public 
relations of the Allied Commis- 


sion in Italy, has been named 
public relations manager of Stand- 
ard Oil of California, San Fran- 
cisco. 


A MESSAGE ON 


ert Pb licity 


+++ tO advertising and sales executives 
who are interested in its more effective 
and intelligent use. 

We offer for sale three, new, exclusive 
descriptive lists of publications who wili 
accept news releases on new products, new 
methods, new literature and publish them 
free of charge. 

These lists give all the necessary data you 
need to get the best results possible, from 
your releases .. . help you open new mar- 
kets .. . bring in more and better qualified 
inquiries to help you increase your sales 
1—GENERAL CONSUMER MAGAZINES 

200 Descriptive Listings 

2—FARM PAPERS 
130 Descriptive Listings 

3—TRADE PAPERS 
1200 Descriptive Listings 


"" George Goyles 


ADVERTISING 


1006 PORTAGE ST. * KALAMAZOO 7, MICHIGAN 


Gets Two Wine Accounts 


H. M. Dittman Advertising, 
Philadelphia, has been named to 
direct the advertising of St. 
George Winery, Fresno, Cal., for 
St. George and Montebello still 
wines, and L. N. Renault & Sons, 
Inc., Egg Harbor City, N. J., for 
Renault still wines and Renault 
vermouth. 


Wilf Appoints Cantor 
Wilf Bros. Appliances, Inc., 
Philadelphia, has named Solis S. 
Cantor Advertising Agency, Phila- 
delphia, as its television consult- 
ant. A series of special events are 
being planned, starting with a 
television production of “She 
Stoops to Conquer” from _ the 
Hedgerow theater in Moylan, Pa., 
over Station WPTZ, Feb. 8. 


Hotel Appoints Burgher 


Fairfax Burgher has been ap- 
pointed publicity director of Pal- 
ace Hotel, San Francisco. Charles 
von Loewenfeldt, formerly pub- 
licity director of the hotel, has 
opened his own public relations 
office in the San Francisco Chron- 
icle building. 


Appoints Bowden 

V. Robert Bowden, formerly 
sales manager of the Schaten Art 
Studios, Cincinnati, has been ap- 
pointed account executive and 
sales counselor of the Cincinnati 
Lithographing Company. 


Hi 


oo « for | a provides 


Ui 


Van Buren 
8790 


the “know how” to assist you in organizing 


your art and copy . . . determining your 


method of printing . . . producing your 


work economically and quickly. Publications, 


catalogs, booklets, direct mail from black and 


white to full color . . . Now over one million 


impressions a day. 


Make your next job 


high in quality. 


xcELto PRESS... 


LITHOGRAPHERS + PRINTERS + BINDERS - 


400 NO. HOMAN AVENUE, CHICAGO 24, ILLINOIS + 


Australian Paper 
Imports Cut 80%; 
Slash Space 60% 


Sypney, AUSTRALIA—A news- 
print import cut of 80% by the 
Australian government this year 
is expected to reduce advertising 
space more than 60% and result 
in a revenue loss of £150,000 
(Australian currency) for adver- 
tising agencies “down under.” 

In addition, only 1/35 of the 
normal imports will be allowed 
during the first six months of this 
year. The Australian Association 
of National Advertisers has point- 
ed out that, because of the dollar- 
saving measure, advertisers must 
now plan campaigns without any 
assurance the scheduled ads will 
run on the proper date, even if 
accepted by the newspapers. 

Several of the metropolitan 
dailies have advised the associa- 
tion that they will allot national 
advertisers a percentage of last 
year’s space, ranging from :25 to 
70% and that permissible maxi- 
mum sizes will range from 6 
inches by 2 columns to 11 inches 
by 3 columns. 


Frequent Rate Changes Likely 


In addition to the difficulties of 
scheduling advertisements, the 
possibility of frequent rate read- 
justments effectually prevents any 
advertiser from planning more 
than two or three months ahead. 

The dollar-saving rationing 
policy has cut the normal im- 
port of Canadian and Newfound- 
land newsprint to 35,000 tons for 
1948, one-fifth of the °38-’39 im- 
ports. In addition, consumption 
for ’48 has been limited to 90,000 
tons, including 30,000 tons from 
Tasmanian mills and 25,000 tons 
from reserves in stock. 

Reserves will thus be cut down 
to 45,000 tons, declared by experts 
to be an irreducible minimum. Of 
the 90,000 tons which the govern- 
ment will allow publishers to use, 
15,000 tons will go to small users, 
leaving the metropolitan dailies 
with 75,000 tons, a cut of 57% on 
the base year (’38-’39). 

The federal government has 
been criticized severely for 
singling out newspapers for the 
most drastic treatment in its dol- 
lar-saving drive. By comparison, 
it is pointed out, gasoline, tobacco 
and films—the chief dollar-using 
imports—have met very lenient 
treatment. 7 


East Yarn Appoints 


East Yarn Corporation, New 
York, manufacturer of hand knit- 
ting yarn, has appointed Harold 
Paris Advertising, New York, to 
handle its advertising. 


emamel today ve 
Steelcote MIG CO. 3418 GRATIOT. ST LOUIS 3. moO 


30 COLORS—Steelcote Mfg. Co. will 

open its 1948 drive with newspaper 

copy similar to this in 35 markets. 

Theme will be the low cost per finished 
job, using its rubber enamel. 


Steelcote to Push 
Rubber Enamel in 
35 Major Markets 


Sr. Louts—Steelcote Mfg. Com- 
pany’s largest newspaper ad pro- 
motion since prewar days will 
break this spring, in 35 major 
markets, for Steelcote rubber 
enamel. 

Because of increased space costs, 
the 1948 drive will eliminate list- 
ings of dealer names, referring 
readers to the local distributor for 
information on retail purchases. 

Copy will emphasize the low 
cost of the rubber enamel, with 
panels illustrating how an entire 
bathroom can be painted for $2.95, 
a chair for 19 cents, a bicycle for 
25 cents and an automobile for 
as little as $1.65. 

Krupnick & Associates directs 
the account. 


Transfers Dickson 


Paul B. Dickson, formerly ad- 
vertising manager of Manufactur- 
ing & Industrial Engineering, a 
Consolidated Press publication in 
Toronto, has been named eastern 
U. manager of Consolidated 
Press Ltd. of Canada, with head- 
quarters in New York. 


Names McCarty Agency 

Western Stove Company, Cul- 
ver City, Cal., has appointed the 
Los Angeles office of McCarty 
Company to handle its advertis- 
ing. Immediate plans call for 
campaigns in western magazines 
and newspapers. 


To Schneider, Cardon 


Schneider, Cardon Ltd., Mon- 
treal, has been appointed to direct 
the advertising of Duke Equip- 


ment Company, Montreal. 
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Clothiers Start 
Television Series 


New YorkK— Twenty Conover 
models, garbed in the sponsory 
products, went before the camera 
recently for the first of 
series of fashion telecasts spon. 
sored by a group of designers an, 
manufacturers over WABD. 

Narrator for the 30-minute 
show, placed through Birming. 
ham, Castleman & Pierce, wa; 
Adelaide Hawley. 

Participating sponsors on the 
first program (different advertis. 
ers are expected to take part each 
week) were: Pattullo Modes 
Maurice Rentner, Trifari, Kruss- 
man & Fischel, Philip Mangone 
Company, Nettie Rosenstein, 
Charles Neudleman, Schwartz ¢ 
Bluestein, Edwin H. Foreman, 
Carmel Brothers, Pichel, Inc. 
Adler & Adler, Harry Rosenfeld, 
Inc., Original Modes and Frigere. 
Five Fifth Ave. shops—all cus- 
tomers of the sponsors—were 
plugged on the broadcast. 


Stromberg-Carlson Sets 
Drive for Receivers 


Stromberg - Carlson Company, 
Rochester, N. Y., has scheduled a 
sizable magazine campaign 
through Federal Advertising 
Agency, New York. On the list for 
the first six months of the year 
are Better Homes & Gardens, 
Holiday, House Beautiful, Life, 
National Geographic, The New 
Yorker and The Saturday Evening 
Post. Copy will feature radio and 
television sets. 


Reynolds Maps Drive 

Reynolds Metals Company, 
Louisville, will break its “Captive 
Heat” promotion for aluminum 
cooking utensils in the May 3 Life 
with a full-page, four-color ad. 
Other national magazines probably 
will be added to the schedule 
later. Buchanan & Co., New York, 
is the agency. 


pant Aelia? 


DENTAL DIGEST 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St.. NEW YORK_11 


found in Big Aggie Land. 


CASH ON THE HOOF in Big Aggie Land 


@ The millions of head of livestock and poultry in Big Aggie Land repre- 
sent tremendous buying power, the greatest buying power of all time im 
the richest agricultural area in the world. The chart below illustrates 
graphically the WNAX influence in this huge market. The totals give the 
number of animals or birds in WNAX BMB countries (10% or more) in 
North Dakota, South Dakota, Nebraska, lowa and Minnesota. The per- 
centage figures show how much of the entire FIVE STATE TOTAL can be 


WNAX is available 


with KRNT and WMT 
as the Mid - States 
Group. Ask the Katz 
Agency for rates. 


CATTLE MILK COWS SWINE POULTRY TURKEYS 
WNAX 
BMB AREA 12,988,086 3,032,878 9,422,873 113,934,808 4,601,951 
% of FIVE 
STATE TOTAL 74% 1% 68%, 72% 73% 


Source: U. S. Census of Agriculture 
Kansas, Wyoming, Montana and Canada. 


1945. Does not include WNAX 


Your Katz man can show you 
reaches the lion's share of this 
can show you how to 
program. 


state by state, how big Aggie 
“cash on the hoof." Sand he 


get your share with a WNAX-produced 


A Cowles Station 
SIOUX CITY © YANKTON 


ABisted With The Amaricse Brood ostiag Co. 


BMB counties in 


The 12 
vertisemer 
Schools di 


unity to 
if it's necessary for y 


while you're earning . 
dige! for you. ¥ 
you ll find it covered k 


E . 

me ae) 

” 

Ge . 
ee 

d 


if 


il 
Hf 


Ae aces Dig eh a rea iene ot MO tN Salas as gti Nn Spine car yo. sees amy alerts, maa cee Se? Ure’ tae ele, ay “A's nak Sra Ci eal ae ea Aan eee Maly abe anmarecaner at NCIS ol ah Rat Paya diy Sgr eS aap! 1 Pas Ss atk Pe maa GT ao Sr ee er ert) 8F 2) 8 Po a ee rig age pales at ee ee 
he ; ae 7A Be pam shel Kos Pe ee Bic. ae K A boss Tee rans aa Tee ee ae iii lathe hae fp ater hy Wee ae oe Sa an Up ane : : pe Se Ne DMO de od omens e ia ie cla ey th Caran Se fe eS ae ee 2a 
be ie eae a EE a gee ie ge eee ae ae Se ee ee Seen 
‘pee i : = ps mes pe ae . oa Ba! Sg ROM ene ome «tm 9 eke f PP OSR apn ks atin ee ye Ate SON ay 7 3. eet ata d yr tet E hei ae . es er ee i Cee ane 7 a BO che ous mw eat it ot ES ae 2 
cis Me a aR oe cies" na ea Sages 2 = a RR nn ee eee 8 ES OR ie a ine ae? Si ame SS ee ae Patars 0A ae ae a GS Bt Fes tap eee ew es Ce Re ee 
- = = benainestionnati ene - — ee — _ — - 7 os 
a: 
; + ee a dvertisin: 
» 
| SS NE OOO 
a ee ee ey 
| = RE Ge ee 
* = = “ 185 < 
= Steelcote 
ENAMEL ’ 
"30 COLORS TO CHOOSE suet 
: Oy aN ’ = 
Bs | THis MUCH Li@UIe AueSEE 
mm tveey @uvast 
” A 
| FE . ~ | 
cc ee - ~~ 4 
; momen |e \ 
; (wewT CRACK Of GUPi! —s 
; , les to memple pamrng oth hertcose S 
: | Robber Enamel chet even the mom ~ > 
| lars percaced cam obra Revert > 4 
remien, Becewer of the hee cong otf * / ont cOar ( 
Fe blended wah rubber in special pro a} of) i] 1 VE covers: 
7 ung Sentone Bette Gam Som a 
se ut seme sad promeem wah & wows 
| pteledereey * 3m oy RUBBER ENAME! hed 
abecved by Ireah on yah @ eee, sheathed manne 
aed ee eehes ov stmt bh hows from oe : 
he Braah freety sad dees fam iaeo am 3 
<—ere.eemeeges ae i}" 
@ mats. Try the smasingly Gilerent BE = . ‘ 
7 
r oa remember 
} Cos Not unless y 
ef age—for that is 1 
famous schools have 
for Success rye av 
a Before 1. C. S., om 
| | able men and women | 
es fos 
| | warding c® Tod: 
| any one anywhere to si 
i cap imposed by lack o 
| If you are one of th 
i po 
¥ Al 
Wichout cost of obligation 
: KiStim Come 
(ea Bisse Ome 
t nn haneoetion Cann 
Sst. deed 
= Mite iron a. 
" foam Resting 
/ Rin'sot Puser Mating 
Sime 
| a — genet gee 
| | ge ond Botham Fores 
; WRITE ee | — 
Comaresting 008 
sa 
Se 
ee <a 
Oo 
SSCs Pettey Reine 
Patel tet iom reten te 
| (Cuneduen ree 
a 
ts */SUCC 
» 
oe = bo 
CS Qt 
7 Bs = et = \ 
a ” Fe “a Soe s %S A 
: es Fe | 
bei a 7" Ps. 
ce bai es Ne oe Boot 
; Ne ; Te : S| 
a ol WN < | aa gets them 
I ; » 
ee poo. ; | 
| | ARS by using —R 
RE. $0 | 
< MJ is Mt Yoe ae | 
* we vert 4 mone *° 
i . ee UH Jaen ® ‘=S55 
oe 4 i 
= . a2 o — 
ae . ge = —_—— 2 see apse 
_ Sse os ask a ae? — (eter Denier 
ei: et SS aa a . —_— so ° erectorat 
— ene | | = 
e 7, acer ee orn tere ere 
a 4 ., 4 _—_—_—_—- . wee a 
4 ; ee ‘s ix £ eta wee Petes Hert 
’ ea | ee “ eg panama: —= 
' ie ie 5 , 
— * ' 
eS. “aa ‘ | 
a a? | : - a - —_ 
ee a 7 
ee Succes 
a _ —— 
0 
r gy a 
pee 
Re | = > 
a | l AL — 
- Te ‘ . 
: za om a ae | Without cost 
a o : = 
ys a | 
a ia r= 
eee, © | | \ooe 
| | Boome es 
+ Prt” ]! y > \ | 2 ham tomes 
‘ . ; | 8 coer Ble 
' | cL |e | = 
; - : Bie i 8 Pee me 
” } - . : be Soe 
| ee | Fee 
es s 3 * =. | sonia 
" \ keh ie — 
= : = ia | 
SC b 2 Bn } 3 
bh 3 ~ , a." 
} = aq e : 
Se ». Wot bia A oy | 
. iy ? , sae 
i Cd 


Advertising Age, February 9, 1948 


55 


,}How I. C. S. 1947 Ads Ranked in Pulling Power 


designed for you. Whatever 
vind 


The 12 advertisements reproduced below are the ad- 
yertisements used by the International Correspondence 
Schools during 1947 which that company adjudged its 


Courses in technical and business subj 
However you're situated, this training 
be yours, 

The records of thousands of successful 
students demonstrate that today's I. C. S. 
student is tomorrow's leader. The same Oppor- 
tunity they seized is at your door right now. 
That's what 1. CS. means to you .. if you 


are alert, forward-looking, determined to get 
ahead. You can prove your by mail- 
ing the coupon righ! now. 


interest, 
it covered by one of the 400 LCS. 


Courses 

racing sed Buliding Mecrentce! Coureer freom Engineering Courses { lhasreting () Mecer Trae 
me Tage Qervesvinee! Eagiorersae Redermes: Petal Berries 
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1. C. S. graduates turn ap in low of 
places ~ but not “behind the 8-ball.” 


They realized that the advancements 
g0 to the trained men. . and that prac- 
tical, authoritative L.C.S. training is just 
as close to any one as the nearest letter- 
box. Many of them started drawing the 
dividends of larger pay checks and in- 
creased responsibilities be/ore they com- 
pleted their 1.C.S. Courses. 

The road they followed to success is 
open to you. 1.C.S. Courses cover more 
than 400 business and technical subjects. 
You study in your spare time at low 
cost in a class by yourself. 

If you're as smart as we think you are, 
you won't be caugha “behind the 8 ball” 
with the untrained. You'll mail the cow 
pon today for full information on how to 
join the trained men rewarded by this 
modern world. 


tor . SCRANTON 9, PENN 
Without cont tor obligation. please send me full particular abo 
ene Nerecture) Engunsereng 


( temest beat ret 
Chematry Mig tron & eet 
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most productive ads during the year. They were shown 
here Jan. 19, without ranking, and readers were invited 
to rank them in their relative order of pulling power, 


first, from the inquiry standpoint alone, and then on the 
basis of enrollment production. The correct ranking of 
the ads is given here. 


@ draftaman’s dividers. a surveyors tape or an world. 

's rule. but only with training can you famous Internctional Comespondence Schools 

hope to get the fullest measure of opportunity. soe teaty Sto yen e Coceee that they 

for opportunity is elastic —it expands along bave ueands of today's ry 
with your knowledge and ability. And whether American business and industry. 

You will “measure up” to the responsibilities of ia the to broaden your opportunities 


8OX 3277-K, SCRANTON 9, PENNA, 
Without cost or obligation, please ve full particular abou! the course br fare which | have mated X 
Pi | Tere 
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fend coupon te faternet comet 


Reconss of Pan American World Air- 
ways tell you plenty about the value of 
iL. C. S. Aviation Courses. They show 
‘that hundreds of Pan American pilots, 
tco-pilots, flight engineers and mainte- 
nance men have taken L. C. S, Courses. 
Now flying for just one division of 
the airline —Latin American—are 336 
‘pilots and co-pilots who are holders of 
! 1. CS. diplomas. 
What better endorsement could there 
he of any institution offering training for 
Aviation careers? 


If you are planning for a’ place in 
Aviation, you owe it to yourself to mail 
the coupon today for full information on 
the famous I. C. S. Courses. Do it now! 


“Conscientious study of 1.C.S8. 
Courses proves their value beyond 
doubi.” 
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Tae rommuca for success in industry and business 
is an open book—no secret about it et all. Promo- 
tion comes when you've trained yourself to han- 
dhe tagger yobs, larger abate 
Such training you'll find in a library of ex 
tremely literal books—and it's up to you to open 
them and keep on opening them until you've 
mastered their contents. You can do this in your 
spare time for these are the easy-to-understand 
texts of the International Correspondence 
Schools with the teacher “built right in.” 
Covering more than 400 practical subjects, 
1. C. 8. Courses have aided thousands of men 
and women to win better jobs and larger rewards 
in every business and industrial field. These thou- 
sands are the proof of the familiar saying. “To 
day's I. C. S. student is tomorrow's leader.” 
Mark and mail the coupon and you can be on 
the way to joining them. It brings you full infor- 
mation on the subject you're interested in. Act 
today — if you're serious about becoming a success! 
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SPRINGBOARD TO SUCCESS! 


Maw men today are using drafting boards to design a re 
warding future. © The International Correspon- 
dence Schools Courses in Mechanical or Architec- 
tural Drafting have fitted many hundreds of 
ambitious men for better jobs in this 
well-paid field. © ADIL CS. 
Courses (covering 400 busi- 
ness and technical sub- 
jects) are prepared 
by leading practical 
authorities, constantly 
revised to meet new 
ments, Yet the cost of 1. C. 8. 
training is surprisingly low. © It's 
not too late for you to start. Mail this 
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DO YOU BELONG 
in the new world? 


Tagg cow wath gaming oi cone sen... 0 
erm py ot 

tries... @ world of new in 

Building, Chemistry, Engineering, Business. 

With opportunities and rewards coming faster than 
ever, you can't afford to be a back number. The 
advancements are going to the trained men and 
women. And if you're as smart as we think you are. 
you're planning now to jvin them. 

That's where the world-famous International Cor- 

Schools come in. The 23 Schools of 
1. C.S. are Schools for Moderns. There's an Aviation 
School an Au ile School . . . Schools of Air 
Conditioning, Chemistry, Radio, y 
Management . . . Sch in virtually every Geld of 
modern industry and commerce. 

There are Courses on Plastics . . . Diesel Engines 
.. » Electronics . .. a Course for Private Pilots and a 
Course for Commercial Pilots. And constant revision 
keeps the Courses in other subjects just as up to the 
minute. Here's tomorrow's training for you now. 
Mail the coupon today! 
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PREPARE NOM ui any ag" 


will continue to hold the important posi- 
tions in business and industry. 

That's why we strongly recommend 
that you prepare yourself wow for 

that may threaten your occu- 
panonal status. In periods of uncertainty, 
training 1s your best protection. 

1.C.S. can help you acquire much 
of the technical knowledge you need. 
Courses cover more 400 commer. 
cial and industrial subjects. You study 
in your spare time _. set your own 

. progress just as fast as your 
and ambition permit 

Don’t delay your program for self- 
advancement. Clip and mail this 
Topay. It will bring you full particu- 
lars about the courses in which you are 
interested 
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How to pass a genius 


Das ot us can't be geniuses. But 
eny ordinarily talented mortal can 
be a success— and that's more than 
some geniuses are. : 
Now, as in Asop's time, the 


the trained man is worth a doren 
untrained ones, no matter how 


The International Correspon- 
dence Schools can't make you into 
@ genius. For more than $0 years, 
however, 1. C.S. has been help- 
ing its students to become 
trained, successful leaders— 
and it can do the same for you 

Mark your special interest on 
the coupon. Don't be like the un- 
successful genius who wastes his 
bife in drearmng of what he intends 
to do. Act now! 
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unlimited area of opportunity. 


INTERNATIONAL CORRESPONDENCE SCHOOLS ICS 
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"1 THE GRASS ? 


Vou don’t have to be « farmer to recognize this circular 
A horse or cow tethered to a stake leaves « 

hte perfect circle of closely cropped, heavily trampled grass. 
tre, Here's the point: in many fields of business and 
“ industry you can go only as far as your education and 
- “4s training permit ~ end no farther. Most things beydnd 
are out of reach. Only additional training can enable 
you to get away from the tether, can give you an 


a During the past 56 years, the International Corre- 
¢ Schools have helped to broaden the voca- 


tional scope for more than 5.000.000 men like yourself. 
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Twente is « definite LCS. type. The records of 
130,000 current students... more than 5 million 
students since 1891 . . . supply the outlines. 
Here's how the typical enrollee shapes up at 
the time of beginning his studies: 

He is an adult. In good times or bad times, be 
is an employed man. Circ have pre- 
vented his attending a college but he is ambi- 
tious, intelligent, determined to acquire the 
specialized training that will help him im his 
present job and prepare him for a better one. 

Does the description fit you? Then you'll be 
intereted in what LCS. helps these students 
to achieve. In a single 30-day period we have 


i 
u 
tt sstienty 
if 
ing advancement in salary and position. In « ‘ie s 


received as many as 635 student letters report- 
period of 120 days we have received 1,920 


A iinahnantl 

euch reports. yee 
Graduates include the presidents, board s Se Se 

chairmen, chief engineers or chief chemists of Se “sage co] 
some of the largest steel, airplane, chemical, oa sls omen 
railroad and electrical equipment companies pa 
im the country. Thousands of others have reg- eee Ni pomeeceee 
istered substantial successes in their chosen Creceone St coreray 
fields. Here's the kind of coupon they signed titel 
and mailed Pa 
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Da-Lite Screen 
Opens ‘48 Drive 


Cuicaco— Theme of Da-Lite 
Screen Company’s 1948 promotion 
will be the superior light refiec- 
tive quality of the company’s crys- 
tal-beaded home movie screens. 


~WHAT’S GOING ON? 


petitive advertising files ond for de- 
veloping sal 


Hew Booklet No. 10 “How Business 
ppings” tells the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS FARM GENERAL 


314 So. Federal St 


Chicago 4 


First copy in national magazines 
breaks in the February Field 
& Stream, Life, National Geo- 
graphic Magazine and Popular 
Mechanics. The illustration in- 
cludes a little girl and her baby 
brother projected on one of the 
screens, with the motto: “Your 
stars really shine on a Da-Lite 
screen.” 

Holiday will be added to the 
schedule in March and Fortune 
in April. In addition, photographic 
magazines, business papers and 
educational publications also will 
be used. 

Mats, electros, point - of - sale 
cards and novelties will back up 
the drive, directed by Scantlin 
& Co. 


WIJBK Appoints Hays 
Frank Hays, formerly in the 
New York office of Headley-Reed 
Company, radio representative, 
has been named sales representa- 
tive of Station WJBK, Detroit. 


ucts can now be applied. 


tion about your product 
News... 
and buyers. . 


is high. 
DET AILS? 


461 Eighth Avenue 


YOUR BEST MARKETS 
TODAY MAY BE SURPRISES 


The combination of continuing product shortages and 
continuing new and improved product development is 
opening many new markets daily . 
where you might be surprised to find that your prod- 


Now is the time to fish and to find these newly de- 
veloping markets so that your products will be in an 
early position to share in their growth. 


Operating, engineering and production men, who are 
specifying and buying for the most active plants in all 
these major manufacturing markets, continue to use 
Industrial Equipment News to find both their new 
and their usual product requirements. 


Only $95 to $102 a month to place news and informa- 
where it will be seen by 52,000 specifiers 


. when and where they are looking for 
current product needs. . . 


Ask for “The TEN Plan” 
and IEN’s new NIAA report 


INDUSTRIAL EQUIPMENT NEWS 
THOMAS PUBLISHING COMPANY 


Boston - Chicago - Cleveland - Detroit - 


. . many in places 


in Industrial Equipment 


NOW. 


. . when interest 


New York 1, N. Y. 
Los Angeles - Philadelphia - Pittsburgh 


the nation’s best 


typographers 


Monsen-Chicago 


Monsen-Los Angeles _ 


NEWS AND VIEWS OF MAIL ORDER ADVERTISING 
MORE SALES BY FEATURING 'SPECIALS' 


ON YOUR ENVELOPES 


It has been estimated that a mailing piece is handled by 


tunity for additional sales! 


fact remains extra orders are 


27 people in the post office department between the time of 
mailing and the delivery to the addressee. What an oppor- 


Advertisers who have used sales copy on envelopes report © 
that many orders are received from people who have never 
been on their prospect list. Whether these orders come from 
from people handling the mail is difficult to answer. The 


You can utilize all but 3% inches on the right hand side 
of the front of the envelope for sales copy. Postal regula- 
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copy on its catalog envelopes 


profits. 
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Joins McGraw-Hill 

Bette Richardson, formerly sup- 
ervisor of field work at the Na- 
tional Opinion Research Center, 
New York, has been appointed 
field supervisor of the research 
department of McGraw-Hill Pub- 
lishing Company, New York. 


Resign from Whittaker 


Myron Blackman, vice-presi- 
dent in charge of sales, and Albert 
Greenfield, advertising manager, 
have resigned from the Wm. R. 
Whittaker Company, Los Angeles, 
manufacturer of Micro 16 cameras. 


friends, letters salvaged from the waste paper basket, or 
received 
i 
i 


illustration the clever arrangement on the front, yet con- 
forming to postal regulations. 
into an order blank tying up with the gift offer. On the 
back, merchandise is offered most attractively. 

Printing on the front and back of envelopes costs very 
little more than ordinary corner cards and it pays extra 


ITS HERE... YOUR NEW 


tions require that you leave 3% inches for addressing the 
piece or envelope. The remainder of the envelope, front and 
back, is available for special offers. 

It’s a good idea to feature on the envelope a premium or 
gift offer, or a “special” to flag the attention of your pros- 
pect. This will stop the prospect and intrigue him into 
opening the envelope. Now you have stimulated the pros- 
pect to take the first step toward an order. From here on 
it’s up to your merchandising and sales copy. " 

Warner Electric Company, Chicago 26, Ill., has used sales 


most effectively. Note in the 


i hl ll li a 


Even the flap is converted 
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Affiliates with Walker 


R. F. Gardner, Los Angeles 
publishers’ representative, has be- 
come affiliated with the Robert W. 
Walker Company, Los Angeles. 
The company will continue to 
represent American Druggist, 
Liquor Publications, Inc., and 
Sports Afield, formerly handled 
by the Gardner organization. 


Names Lewis & Gilman 

Central- Penn National Bank, 
Philadelphia, has appointed Lewis 
& Gilman, Philadelphia, to handle 
its advertising. 
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High Trousseau 
Costs May Hampe; 
Leap Year Brides 


New Yorx—lIf Cupid thinks !cap 
year will make his life easier dur. 
ing 1948, he ought to take a look 
at rising trousseau costs, which 
have doubled since the war. 

In 1943 the average bride spent 
approximately $1,500 for her 
wedding finery, stationery, lug- 
gage and home furnishings. Just 
after the war the figure jumped 
to $2,000, and now, to acquire the 
same trousseau, she must spend 
more than $3,000. 

These figures were disclosed re- 
cently by Wells Drorbaugh, pub- 
lisher of Bride’s Magazine, at the 
10th anniversary Bridal Business 
Clinic held here. Based on a coast- 
to-coast survey of all types of re- 
tail stores, from metropolitan to 
small specialty shops, the figures 
show latest amounts spent by 
brides for both ready-to-wear and 
home furnishings as of December, 
1947. 

As for home furnishings, year- 
end reports show that 60% of the 
total annual retail sales of furni- 
ture and floor coverings are pur- 
chased by newly married couples. 
Retail sales of furniture and floor 
coverings for 1947 are expected to 
amount to $2.9 billion. Of this total, 
$1.7 billion will have been spent 
by the 1,700,000 newly married 
couples who purchase, on the av- 
erage, $1,000 worth of these basic 
items. 


Carol West to Kimball 


Carol West of California, manu- 
facturer of popular priced blouses 
and skirts, has appointed Abbott 
Kimball Company, Los Angeles. 
An increase in its present trade 
advertising, plus a consumer cam- 
paign starting in July, is planned. 


Y&R Transfers Merrill 


Edward Merrill has been trans- 
ferred from the radio department 
of Young & Rubicam’s. Hollywood 
office to the agency’s San Fran- 
cisco office as account executive. 


"40 the 
22 BILLION DOLLAR 


POULTRY INDUSTRY MARKET 


“is x : 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


BURRIDGE D. BUTLER, Publisher 


1230 Washington Bivd., Chicago 7, Minors 
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YOU CAN MAKE *2 DO THE WORK OF *3 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing fraternal pub- 
lication in its field, and the following figures taken from Standard Rate and Data 
show that its rates are the lowest: 
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re ly i = TEXTILE BRAND’ BUILDING BEGINS IN THE TRADE 


if Copy’s Vital 


Detroit — “If advertising and/| 
selling are worth while, why is it, 
that they are always cut to the | 
bone just when they are needed | 
most?” asked Frank R. Pierce, 
president of Dearborn Motors Cor- 
poration, in an address before the 
Detroit Adcraft Club. 

Mr. Pierce, who heads the na- 
tional marketing organization for 
Ford Motor Company’s tractor and | 
farm equipment, declared: 
“There’s no question about 
whether advertising pays, the big 
question is how much does it pay?” 

“IT wonder,” he continued, “if 
we haven’t spent most of our time 
in developing good advertising and | 
too little time in studying the cold- 
blooded business facts about how 
much should be spent; too little 
time in developing truly valuable. 
guideposts that can be used by all | 
who desire to do so.” 


Set Up ‘Ad Reserve’ 


Mr. Pierce recommended that in- 
dustry set up an “advertising re- 
serve” in lush times to be spent | 
during business lulls to help pro- | 
mote sales. He said he was im- 
pressed with the “lack of real fac- 
tual data” as to how much should | 
really be spent on advertising. 


| 

Crediting the ANA, Four A’s, | 
ANPA, DMAA and business paper | 
publishers for their efforts to put | 
advertising on a sound constructive 
basis, he nevertheless asserted: “In 
my opinion, we have not done 
enough.” 

As a solution, he suggested that 
the advertising associations pool 
their energies and resources to dis- 
cover just how much can be spent 
profitably, so that eventually ad- 
vertising and promotion men can 
take their places alongside engi- | 
neers, manufacturing men and 
financiers on management councils. 


Anderson Retires 


E. S. Anderson has retired as 
advertising manager of the Hart- 
ford Fire Insurance Company, 
Hartford, Conn., because of ill 
health. 


Silex Appoints Lapham 
Douglas Lapham has been ap- 


Silicate anutyrhent’ divicion 1" I T ' S O N A 4 A N I L LU S I Oo N 


Silex Company, Hartford, Conn. 


Look (elle 


In building a textile brand, you can no more cut trade trade to keep identifying tags and labels on the mer- 

ln the basic sources paper advertising out of your plans than you can saw chandise. It promotes the use of vital point-of-sale 
OF MARKET INFORMATION | a man in two. You can’t sell the consumer until you've dealer helps. It educates the retail salesperson to push 
A sold the trade. . . and selling the trade is a continuous the branded merchandise those last, vital three feet 


year-in, year-out job. across the counter to the consumer. 

That's why famous textile-apparel brands are ad- 
vertised regularly in Daily News Record... the daily 
business newspaper of the textile, domestics, men’s 


Daily News Record, 7 East 12th St., New York 3 


and boys’ wear industries. 
Daily News Record keeps these branded items on 
the move from producer to retailer. It influences the 


DAILY NEWS RECORD 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


DAILY BUSINESS NEWSPAPER OF THE TEXTILE, DOMESTICS, MEN’S AND BOYS’ WEAR INDUSTRIES 
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Advertising Still a ‘Best 
Buy, AA Analysis Reveals 


(Continued from Page 1) 


more apparent as time goes on. 
For example, when Coronet an- 
nounced last fall that it would 
accept advertising, a major part 
of its story was based on the 
rising costs of magazine advertis- 
ing and its assertion that it could 
deliver a message at $1.75 per 
page per thousand, compared with 
page rates for other publications 
ranging from about $2.60 to $3. 

And in November Sports Afield 
jumped into the rate controversy 
with both feet in a spread in Ap- 
VERTISING AGE headed: “Why 
‘Gouge’ the Advertiser? Recent 
Rate Increases of Weekly Maga- 
zines Raise Serious Question.” The 
ad decried building circulation “at 
any cost” and “making it up 
through high advertising rates.” 
It asserted that Sports Afield has 
made its readers pay higher pub- 
lishing costs, that its rates had 
been lowered from $5 to $3 per 
page per thousand, and that “we 
are not raising our advertising 
rates unless—and until—we have 
a corresponding increase in cir- 
culation to justify it.” 


Rates Approach Stability 


In the industrial field, rising 
costs were primarily responsible 
for a careful study of the feasibil- 
ity of repeating ads, with conse- 
quent savings in art, mechanical 
and preparation costs. And at 
every gathering of advertisers and 
agency executives, rates and costs 
were the principal topic of dis- 
cussion. 

It seems safe to predict, how- 
ever, that rates will not fall in 
the immediate future, unless cir- 
culation losses force them. They 
seem to have reached relative 
points of stability from which 
there will probably be relatively 
little deviation for several years, 
unless costs rise or fall precipi- 
tately. As matters now stand, 
media costs have risen so much 
more rapidly than rates in most 
instances that media profit mar- 
gins have been badly squeezed. 

Details of changes in rates and 
costs in various media fields dur- 
ing the year between mid-1946 
and mid-1947, as determined in the 
ADVERTISING AGE study, follow: 


MAGAZINES 


Twenty-six national magazines 
of various types, whose rates were | 
studied by AA, have not increased | 
their average rate-per-reader in| 
the past year. 

Based on their circulations and | 
basic page rates in the first half | 
of 1946 and 1947, their rate-per- 
1,000 has gone up by the insignifi- | 
cant amount of 0.7%—from $2.76 | 
per 1,000 copies in 1946 to $2.78) 
last year. 

This still leaves them 4% below | 
the comparable rate-per-reader 
before the war. 

(Last year these 26 magazine 
figures were consolidated with) 
those of five national farm pub- 
lications, considered separately in 
the present report.) 


Circulation Up 6% 


In 1939 the 26 magazines— 
seven weeklies, eight women’s, | 
four outdoor and special, three | 
general monthlies and four shelter 
publications—had a total circula-| 
tion of 35,600,038 and the cost of | 
running a black-and-white ad in 
each then totaled $103,070. In the 
following seven years their com- 
bined circulation rose about 35% 
while their combined rate rose 
only about 26%—to 47,495,568 
copies and $131,165, respectively. 

In the next 12 months (to last 
mid-year), their circulation ad- 
vanced to 50,338,176—a gain of 


6%—and their aggregate one-time 


page rate to $139,176—a gain of 
about 6.7%. 

The resulting gain of 0.7% cov- 
ers the following magazines: 
Shelter, American Home, Better 
Homes & Gardens, House & Gar- 
den and House Beautiful; wom- 
ens’, Good Housekeeping, Harper’s 
Bazaar, Household, Ladies’ Home 
Journal, Mademoiselle, McCall’s, 
Vogue and Woman’s Home Com- 
panion; weeklies, Collier’s, Life, 
Look, The New Yorker, News- 
week, The Saturday Evening 
Post and Time; outdoors and spe- 
cial, Esquire, Fortune, Outdoor 
Life and Town & Country; gen- 
eral monthlies, American Maga- 
zine, Cosmopolitan and Redbook. 

These, of course, were the same 
ones covered in last year’s study. 
The shelter magazines, it should 
be observed, continued to lower 
their page rates vs. circulation. 

Arno Johnson, vice - president 
and director of media and re- 
search for J. Walter Thompson 
Company, a year ago reported in 
ADVERTISING AGE (March 3): “The 
facts show that advertising costs 
are at real bargain lows for peace- 
time—some 20% to 30% under 
1940.” ' 

He has brought these facts up 
to date. His conclusion is that 
advertising costs are still at bar- 
gain levels. 

Almost a year ago he showed 
that from 1940 to 1947 the cost per 
page per 1,000 copies for Collier’s, 
Life and The Saturday Evening 
Post was $2.80, compared with 
$2.81 in 1940. He found similarly 
that the cost was $2.69 in ’47 vs. 
$3.02 in ’*40 for four women’s serv- 
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days. 


The Ad Cost Dilemma Continues 


While costs in most media are not out of line with what the advertiser gets for his money, in- 
flation has hit advertisers, to the extent that they do need to spend more to maintain schedules nowa- 


For example, if XYZ Mfg. Company last year bought a single page in the 26 magazines and five 
farm publications analyzed; a 1,000-line ad in the 36 metropolitan dailies, and a one-month trans- 
portation run in 53 key markets, it paid more than it would have paid for the same schedule in 1946, 
and much more than in 1939. Here’s the comparison; 


ing, Ladies’ Home Journal, Mc- 
Call’s and Woman’s Home Com- 
panion. 

He showed then that (1) total 
personal income had gone up to 
$175 billion a year; (2) disposable 
income per family had advanced 
93% since 1940; (3) real purchas- 
ing power per family had risen 
26% in that time; (4) cost per 
reader of a one-page ad in the 
three weeklies had stayed the 
same; (5) cost of one ad per $1,- 
000,000 of disposable income had 
dropped 21%, even accounting for 
the weaker dollar; (6) the cost of 
an ad in the four women’s 
monthly magazines, per $1,000,000 
of disposable income, had dropped 
30%. 

The new set of figures shows 
that the picture for the weeklies 
is not quite so favorable for ad- 
vertisers, while the women’s 
magazines have an even better 
story. 

As of mid-1948, the same four 


ing $2.60 per page per 1,000 copies 
—11% under the 1940 rate and 
14% under the 1947 rate. This 
means, on the basis of even higher 
real purchasing power per family 
than last year, a 33% lower cost 
to the advertiser in terms of 
reaching the consumer with the 
fat wallet. For the weeklies, the 
comparable percentage is 16 (vs. 
21% a year ago). 


NEWSPAPERS 


In 10 major cities, the cost of 
reaching the reader by newspa- 
pers has increased about 3% in 
the past year. 

Thirty-six metropolitan dailies 
increased both their circulations 
and agate line rates, the rates 
more than the circulations. They 
are, with one exception, all the 
metropolitan dailies now pub- 
lished in Chicago, Cleveland, De- 
troit, Houston, Los Angeles, Mi- 
ami, New York, Philadelphia, 
Portland and St. Louis. The ex- 


Disposable Income After Taxes 


Disposable Income Per Family 


000 omitted) 


Disposable Income 


Disposable Income 


Total Income Payments to Individuals (Billions) 
Less Personal Taxes....... 


Total U. S. Families (000 omitted) 


Consumer Price Index..... 
Real Purchasing Power Per Family (in 1940 Dollars of disposable 
income after correction for cost of living increase) 
Total Disposable Income of 1,000 Average Families (000 omitted). 2,166 
Real Purchasing Power of 1,000 Average Families (1940 Dollars; 
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Real Purchasing Power (1940 Dollars) 
Women’s Service Magazines (Average for 4) 

Cost of 1 page B&W per 1, 

Cost of 1 page B&W per $1,000,000* of: 


Real Purchasing Power (1940 Dollars) 


How Magazine Costs Have Declined Since 
1940 in Relation to Purchasing Power 


Weeklies (Average 3 Magazines) 
Cost of 1 page B&W per 1, 
Cost of 1 page B&W per $1,000,000* of: 


1948 
1940 (Estimated) Change 
A= fie FEO $78.3 $205.0 
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ee Se Se, Sel ak ee Ie ee ee 95.7 183.5 
iach wikdas shia vib aes eee 34,949 39,625 
Sob \ w-ate.alieiahd ain aaa hak aah 5 ci 2,116 4,631 114% 
Sgn eth s.dn a oele Eehagh ved wan ee 100 165 65% 
SS? ae” 2,166 2,807 30% 
4,631 114% 
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Typical Changes in Advertising Rates—Magazines 
(July 1940 vs. July 1947 and July 1948) 


Cost Per Page 


Guaranteed Circulation Black & White , Per 1,000 

(000 omitted) Page Rate Circulation 
General Weeklies 1940 1947 1948 1940 1947 1948 1940 1947 1948 
Se ene 2,000 5,200 5,200 $ 5,700 $15,225 $16,600 $2.85 $2.93 $3.19 
Saturday Evening Post...... 2,700 3,800 3,800 8,000 10,500 11,200 2.96 2.76 2.95 
a ee 2,500 2,700 2,800 6,500 7,000 8,000 2.60 2.59 2.85 
Total 3 Weeklies.......... 7,200 11,700 11,800 $20,200 $32,725 $35,000 $2.81 $2.80 $3.03 

Women’s Service Magazines 

Ladies’ Home Journal....... 2.800 4,500 4,500 $ 8,500 $12,000 $12,000 $3.04 $2.67 $2.67 
ng SER re 2,600 3,280 3,600 7,800 8,200 9,000 3.00 2.50 2.50 
Woman’s Home Companion... 2,800 2,800 3,500 8,550 8,550 9,250 3.05 3.05 2.64 
Good Housekeeping ........ 2,100 2,700 2,700 6,300 7,000 7,000 3.00 2.59 2.59 
Total 4 Women’s.......... 10,300 13,280 14,300 $31,150 $35,750 $37,250 $3.02 $2.69 $2.60 


*Assum ing 
vines would 


average families—actually costs per $1,000,000 of income and 
be lower since families reading these magazines have higher than average incomes. 


—Arno Johnson, J. Walter Thompson Co. 


urchasing power reached by maga- 


CIRCULATION DOLLAR COST 
1939 1946 1947 1939 1946 1947 
36 mewspapers ............. 11,937,000 14,717,000 15,658,000 $ 19,570 $ 23,800 $ 26,300 
| rr 35,600,000 47,496,000 50,338,000 103,070 131,165 139,176 
5 farm publications......... 7,814,000 8,129,000 8,464,000 19,265 20,400 22,600 
53 markets, car cards 
GREE. 5.65 9 'Gs6 oa dhe. Ohh $52,416,000 1,271,120,000 1,287,868,000 44,867 52,912* 58,559 
nr ey ee 907,767,000  1,341,464,000 1,362,328,000 $186,772 $228,277 $246,635 
Increased dollars to maintain schedule: 1947 Over 1946 ...........6 5.06 c cece eeeee $18,352 
“Figure is for 1945. gt! S| Ore ieee ore ood Ff 59,863 
ice magazines—Good Housekeep-|women’s magazines will be charg-|ception is PM in New York, 


omitted because a year ago it did 
not carry advertising. (The Chi- 
cago Sun and Times are separate 
here.) 

Audit Bureau of Circulations re- 
ports show that the 36 dailies, in 
the six months ending Sept. 30, 
1947, had a total weekday circula- 
tion of 15,657,991, up 6% from 
14,717,000 a year earlier. 

Their total agate-line rate, 
meanwhile, has increased from 
$23.80 to $26.30, or 10%. These 
figures produce a milline rate 
(cost of an agate line per million 
copies) of $1.617 in the fall of 
1946 and $1.673 last fall—a gain 
of 3.35% in the milline rate. 

(A lower milline rate increase 
of 2.4% results if the group of 36 
is compared with a slightly dif- 
ferent group of 36 covered in AA’s 
study a year ago. The Phila- 
delphia Record was’included then. 
No longer published, its place is 
taken by the Chicago Sun— 
omitted last time because it was 
‘founded too late to come under 
the 1939-1946 comparisons made 
by AA in its previous study.) 

It cannot be stated whether the 
3.35% milline rate increase shown 
above is fairly typical of the coun- 
try as a whole. A recent Editor 
|\& Publisher study based on the 
new ABC statements of 260 dailies 
in 119 cities shows an average 
circulation gain in the past year 
of 2.09%, considerably less than 
for the 36 dailies in AA’s study. 
Marketing reports milline rates 
in Canada are up 5%. 

Last year, AA showed that 36 
dailies in the 10 cities covered 
had an average milline rate of 
$1.639 just before war started in 
Europe in 1939. The same 36 
papers’ milline rate dropped 0.3% 
‘by 1946; that is, the rate re- 
mained approximately unchanged. 


RADIO 


The cost of reaching listeners 
|via network radio programs has 
|probably dropped in the past 
year, at least for daytime shows. 
| Network rates have not ad- 
|\vanced generally. They may this 
year, for the first time since 1939; 
three of the major networks have 
recently reduced from a year to 
‘six months the time they will 
guarantee no rate advances. But 
so far their rates are generally 
ithe same as in recent years. And 
Hooper and Nielsen figures on 
listening habits indicate there is 
jas much or more of an audience 
ithan in 1946. 

There is dispute over the extent 
of station increases in spot an- 
nouncement rates and whether 
spots are as economical buys as 
before so many new postwar AM, 
|\FM and video stations started go- 
|ing. Some increases in _ station 
rates result from power increases, 
others from the fact so many ad- 
'vertisers are bidding for available 
time. 


Daytime Listening Up 


| C. E. Hooper, Inc., has supplied 
data on sets-in-use for various 
times of the year. On July 30, 
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1939, for example, evening sets- 
in-use was 18.1; on July 30, 1946, 
it was down to 17.8 and by July 
30, 1947, was up to 18.0. 

Such figures by Hooper on eve- 
ning radio use show that on 
March 30 for the three years, the 
percentage of sets turned on 
dropped in 1946 and rose in 1947, 
and on Oct. 30 was higher in 1946 
than in 1939 or 1947. 

However, Hooper’s figures for 
the same dates for daytime pro- 
grams show increases of up to 
two points between 1946 and 1947. 

The Hooper data do not differ 
much from what A. C. Nielsen 
Company has reported to its cli- 
ents. It reports a gain both in 
number of radio homes and the 
average length of time sets are 
turned on, particularly daytime. 

In nearly every month last year, 
Nielsen has found, sets were in 
use longer than in 1946. Through 
September, radios were tuned in 
from 3.29 to 4.97 hours daily, com- 
pared with 3.13 to 4.79 daily in 
the first nine months of 1946. The 
difference was negligible in Au- 
gust; it ranged up to a gain of 
half an hour in April. 


More Sets in Operation 


Other Nielsen figures show that, 
for all hours between 6 a.m. and 
8 p.m. in September, 1947, a 
higher percentage of homes had 
sets going than in the correspond- 
ing month a year earlier. Only 
between 9 and 11 p.m. last Sep- 
tember was there a slightly lower 
(by 2%) listenership. 

Since the number of radio 
homes increased from an esti- 
mated 35,000,000 to perhaps 37,- 
000,000 during the year (there are 
now nearly 40,000,000 U. S. 
homes), the actual number with 
radios on was probably as great 
as in 1946 even for the 9-11 p.m. 
period. 

The amount paid by advertisers 
for radio talent costs increased in 
several respects in 1946. AFRA 
obtained a 20% wage boost late 
in the year for actors, singers, an- 
nouncers and sound effects “art- 
ists,’ and the American Federa- 
tion of Musicians won a similar 
boost for its musicians, librarians, 
arrangers and copyists. 


$5,512 for Talent Cost 

Variety’s recent annual listing 
of talent costs for network pro- 
grams shows a paradoxical de- 
cline in such costs, however. Its 
list covers cost of talent, direction, 
production, etc., but excludes 
time charges and agency commis- 
sions. 

For the 255 network programs 
listed, the total “talent” cost was 
$1,405,500, or an average of $5,512 
for 1947-48 shows. That is less 
than the average for 1946-47; the 
preceding list covered 225 pro- 
grams, whose total of $1,414,920 


gave an average of $6,733. 

The new list indicates that | 
about a third of the shows cost | 
advertisers more; a sixth cost the | 
Same; another sixth are less ex- | 
pensive, and the other third are | 
new programs. However, study | 
of the list makes it clear that the 
one-sixth costing less include) 
many big-budget programs.) 
Among those getting less than they | 
Sot in °46-’47 are Abbott & Cos- | 
tello, Gene Autry, Bergen-Mc- | 
Carthy, Fanny Brice, Cavalcade | 
of America, Great Gildersleeve, | 
Information Please, Kay Kyser | 
and Kate Smith. 


TELEVISION AND FM 


In the publishing field, the ex- | 
istence of the Audit Bureau of | 
Circulations and Controlled Cir- | 
culation Audit have never settled 
the problem of which are best | 
buys for the advertiser. 

In view of this—and the fact | 
that the 27-year-old AM radio field | 
Stil boasts no accurate figures on 
audiences—there can be nothing | 


| 


Surprising in the necessary report | 
how, as 1948 opens, that the bud- | 


are nearly nude of statistical 
adornment. 

This lack is made up for, verb- 
ally, by (1) claims of video and 
FM champions that Jisteners and 
viewers per set exceed the popu- 
lation of China and (2) by violent 
shrugging of shoulders by video 
and AM proponents and the agen- 
cies profiting thereon. 

In Chicago, for example, no one 
seems to have any idea how many 
people listen to FM _ broadcasts. 
There are now almost as many 
FM stations as AM—nine to 10. 
There is only one television sta- 
tion, but there are several who 
claim to know, to the last retina, 
how many see its programs. 

Television Advertising Produc- 
tions, Chicago, has come up with 
the first of some interesting studies 


it plans on video audiences and 
costs. TAP has revealed that it 
requires a Hooperating of better 
than 3.9 to match the audience of 
Chicago’s lone “see” station, 
WBKB. The data cover Septem- 
ber average audiences between 
7:30 and 10:30 p.m. 

Specifically, the video station is 
shown to draw an average (as of 
last September) of 100,000 viewers 
in the three-hour evening period, 
against about 110,000 for an AM 
“A” station and 31,000 for a “B” 
station. The “A” station’s audi- 
ence is equal to 4.2% of the area’s 
estimated 2,600,000 listeners in 
1,186,000 radio homes. 

TAP executives say they will 
soon reveal figures on: comparative 


costs, not only among broadcast- 
iers but for magazines and other 


media. 

No one has yet made an attempt 
to discover how many sets with 
FM equipment are in use in Chi- 
cago. An FM station manager 
said he has no idea how many 
listeners his station has. 


No Census of FM Sets 


A Radio Manufacturers Asso- 
ciation survey about a year ago 
put the Chicago FM set total at 
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105,000. FM people here think 
there may be 250,000 in the area 
today, or five times the number 
here in 1941. It may take an ex- 
haustive study of manufacturers’ 
sales records before a close ap- 
proximation is obtained, some ex- 
perts feel; others say that Pilot- 
uners sell so fast and other FM 
sets are coming along so rapidly 
that any examination of the num- 
ber in use will not be worth while 
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Daily and Sunday in Washington, D. 6. 


With The 


Star You Reach 


A SUMMARY OF 8 IMPORTANT FACTS 
FOR ADVERTISERS FROM THE 
“A.A.A.A. Washington Survey” 


Over 40% of them daily, over half of them Sunday (out of an 
estimated 1,065,400 adult members of the population)—more 
than you reach with any other Washington paper. 


MORE PEOPLE WITH 
enasiill 


Over 60% of the “Prosperous” group, over half of the “Upper e 
Middle Class” daily; over 60% of both these groups, Sunday— 
more than you reach with any other Washington paper. 


Over 40% of them, daily; over half of them, Sunday—more than 


you reach with any other Washington paper. 


Over 40% of them, daily; over half of them Sunday—more than 
you reach with any other Washington paper. 


MORE HOMES 
LILA 


ay | 


ea 


Over half of the homes, daily; well over half of the homes, Sun- 


day—more than you reach with any other Washington paper. 


NS BA 
CU ATS 3 


Over 70% of the “A” homes daily and Sunday, about 70% of the 
“B” homes daily and Sunday, about half of the “C” homes daily 
and Sunday—more in each of the 3 top brackets than you reach 
with any other Washington paper. 


ail | 


a > i » 
MORE READERS PER COPY 


2.3 adult readers per copy, daily;2.7 adult readers per copy, Sun- 


day—more than you reach with any other Washington paper. 


—_*e\\ 


MORE HEADS OF FAMILIES 


Nearly half of the men heads of families and over 40% of the 
women heads of families, daily; and over half of the men heads 
of families and nearly half of the women heads of families, 
Sunday—more than you reach with any other Washington paper. 


DAN A, CARROLL, 


Represented Nationally by 


110 E. 42nd ST., NEW YORK CITY 


THE JOHN E, LUTZ CO., TRIBUNE TOWER, CHICAGO 


ding television and FM industries | 
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until later. 

There are ‘agency time buyers | supposed 250,000-set audience of | buy. They cite facts. 
and account executives who/|possibly 500,000 listeners, it will | 
seriously. consider FM commer- ibe paying little more than a dime call for special installation work 
cials the best buy among all/for a whole hour of a listener’s | —at special extra charges—manu- 
og nas Pane ns “ae highly time. facturers know pretty well how 
“individualistic.” One icago sia ‘many sets have gone into each of 
agency man put it this way: | Video Sete-in-Use Known 'the cities having telecasting fa- 

On one FM station, an evening, This high speculation is the |cilities. In New York there were 
hour costs a sponsor $64 on a 52- antithesis of the manner in which said to be 65,000 in October; in 
time contract. If it gets its “fair | video people speak of their own|Chicago there are now about 
13,000; and so on, even down to 
he type of owner. 

Television stations in the U. S. 
lat present have varying ways of 
icharging the advertiser. WBKB 
|in Chicago, on the air since before 
ithe war, charges $375 an hour 
covering both transmission and 
studio facilities. The Milwaukee 
Journal’s new WTMJ-TV charges 
for these separately, the total for 
live program broadcasts being 
$390 an hour and $270 for film 
shows. This station so far reaches 
only 1,000 sets, while WBKB, with 
about the same level of rates, 
reaches 13,000 sets. 


BUSINESS PAPERS 


To discover what happened to 
the rate-per-1,000 in the business 
paper field since 1946, AA checked 
the circulations and rates of 50 
of these publications. They in- 
cluded 20 industrial publications, 
15 trade publications, 10 in the 
class group and five export pub- 
lications. The 12-time rate for 
black-and-white pages was used 
iso far as possible. 


armers | first half of 1947 was 1,082,703— 
The 
to 
rm A irate in 1946 was $12,134.50 and/| 
; In America , TODAY pip ---more jin 1947 was $13,203.50—a gain of 
J in TH Farm trated Readers emer than 8.8%. This figures out as a slight | ju 
Dakota ati Concer phe Daktot® rate-per-1,000 decline of 0.73% in 


a year’s time. 

This list included about as 
many publications whose linage 
gained as those which lost. It in- 
cludes publications with small as 
well as large readership and both 
low and high individual rates. 


17 Others Checked 


To check this result showing a 
slight decline, AA compiled simi- 
| lar figures for 10 additional in- 
|dustrial papers and seven addi- 
tional trade publications. When 
|these figures are incorporated 
with those of the original 50, the 
totals indicate that the average 
| rate-per-1,000 for all 67 publica- 
|tions declined 1.03% from 1946 
to 1947. 
| A year ago AA’s figures on 
business papers came from a re- 
|port by Industrial Marketing 
covering 91 publications. That re- 
| port showed an 8.6% increase in 
| rates-per-1,000 between 1939 and 
1946. 

The number of publications in 
| each group covered in AA’s pres- 


| lishing fields. 


|station share” of one-ninth of the medium as the best contemporary | 


Because nearly all video sets | 
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held about even, and the trade 
group showed a decline. 

With the latter group increas- 
ing circulation rapidly, as more 
retailers have opened for business 
since the war ended, their rates 
apparently have lagged. Con- 
versely, industrials have gained 
comparatively little in circulation 
as the number of potential sub- 
scribers has gained less than in 
the retail field. 


OUTDOOR 


McCann-Erickson computations 
show that outdoor costs for the 
first six months of 1947 against 


'the first six of 1946 increased 7%. 
|There have been no appreciable 
| changes in rates in the past half- 
| year. 


t 
| The total circulation of these | ““ste4 to seqmerenay} 


150 publications in the first half. 
lof 1946 was 988,425 and in the) 


(The 7% rise is not ad- 

Last year Outdoor Advertising 
Incorporated told AA the cost of 
outdoor increased 11.3% between 


. y |1939e and 1946. Other reports on 
ja gain of 9.5%. Their aggregate| tne 1939-46 change indicated a 


greater increase. 
There is still no pattern for ad- 
sting the above 
readership. The Traffic Audit Bu- 
reau last fall made its report on 
the TAB study in Ft. Wayne, Ind., 
showing that total traffic or gross 
outdoor circulation increased 
37.6% in that city from 1939 to 
946. 

Talk by outdoor media men that 


circulation generally has gone up| 
‘that much is strongly opposed by|the first half of 1947. The total 


TAB, on the ground that the Ft. 
Wayne study needs confirmation 
from similar traffic studies in 
other cities. 

Advertisers say they are getting 
good value for their outdoor 
money, and plants are kept in 
full use. McCann-Erickson shows 
that outdoor billings increased 
from about $5,000,000 a month in 
the summer of °46 to more than 
$7,000,000 early last fall. 


CAR CARDS 


The National Association of 
Transportation Advertising, New 
York, has supplied figures in- 


|dicating that the cost of reaching 
|riders in buses, street cars, etc., 
;}ent study is too small to permit) 
giving much weight to them as | years. This still leaves car card 
| indicative of their respective pub-/| cost-per-rider 14.6% 
However, the in-| 
|dustrial group showed a slight} 
gain in rates-per-1,000 since last the rate in 53 markets for full-| 
|year, the class and export groups. 


has gone up 9% in the past two 
under the 
1939 level. 

As of November, NATA says, 


run cards was $58,559. This com- 


$3.50: 


$3.25 


$3.00. 


= | $2.75-— 
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BLACK & WHITE PAGE COSTS PER THOUSAND OF LEADING MAGAZINES OF EACH YEAR 


VS. 
BLACK & WHITE PAGE COSTS PER THOUSAND OF THE SAME 23 MAGAZINES 
1920-1947 
$4.00 * . . - . . T . . - . - 
| “[— Costs per B & W Page per 
Thousand Circulation, for the 
$3.75- Leading Magazines of each 
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year. 


Costs per B & W Page per 
Thousard Cireulation, for the 

© 23 Magazines in each 
year. 
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increases to) 


pares with $52,912 in 1945 and 
$44,867 in 1939, in 53 identical 
cities. 

Meanwhile, the number of riders 
has increased from 852,416,023 in 
1939 to 1,271,120,238 in 1945 and 
1,287,867,725 last November. 

This figures out as a cost-per- 
rider decrease of 21.6% between 
1939 and 1945 and an increase of 
9.1% from 1945 to last November. 
The decrease since 1939 has no 
doubt been much greater than 
14%, however, because cards then 
were 21 inches long and in later 
years have been 28 inches long. 


FARM PUBLICATIONS 


Five leading farm publications 
covered in AA’s ad cost study a 
year ago all raised their rates 
‘more than their circulations be- 
tween 1946 and 1947. The five 
are Capper’s Farmer, Country 
Gentleman, Farm Journal, Pro- 
gressive Farmer and Successful 
Farming. 

The figures for the first part of 
| each year indicate these five had 
an average 6.4% rise in rate-per- 
1,000 copies between 1946 and 
1947. Between 1939 and 1946 the 
rise had been 1.6%. (Five other 
large farm publications’ figures 
also showed an average increase 
of about 6% from 1946 to 1947.) 

The combined circulation in- 
creased from 7,813,837 in 1939 to 
8,129,082 in 1946 and 8,464,012 in 


‘rate (one-time black-and-white 
|page) changed from $19,265 in 
1939 to $20,400 in 1946 to $22,600 
by last summer. 

| Thus the rate-per-1,000 in- 
|creased from $2.47 in 1939 to $2.51 
‘in 1946 and to $2.67 in 1947. 
| (Since then both leaders, Country 
'Gentleman and Farm Journal, 
have boosted their rates.) 


Chicago Women Sponsor 
Ad Clinic Series 

The Women’s Advertising Club 
of Chicago has launched a series 
of four educational clinies under 
the direction of Marion Schmidt 
of Reliance Mfg. Company and 
Ruth B. Crary of Abbott Labora- 
tories. The first, held Jan. 27, 
|included a tour of the Container 
/Corporation plant and a study of 
|packaging, labels and _ point-of- 
| sale material. 

The next session, scheduled for 
Feb. 24, will be a copy clinic, with 
Florence Murdock, of Earle Ludgin 
& Co., in charge of national copy, 
and Marion Schmidt handling 
dealer copy. 


Two Name Ad Fried 


Ad Fried Advertising Agency, 
Oakland, Cal., has been named to 
| direct the advertising of Bates 
| Mfg. Company, Berkeley, manu- 
|facturer of Gro-Strait, which 
| makes flowers grow straight; and 

Arlene’s Monogram Service, San 
Jose, monogrammed compacts, 

handkerchiefs, pillboxes and 
aprons. Helene Burlson has been 

appointed space buyer of the 
| agency, and Jack Clark has joined 
bas copy department. 


‘Sellers Becomes Dealer 


Dean Sellers, formerly assistan' 
|general sales manager of For 
| Motor Company in charge of the 
eastern half of the United States 
has resigned to become a Ford 
| dealer. 
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Help Maintain 
Sales Volume, 
Admen Are Urged 


CoLumMBus, O.—Industrial sales 
and advertising managers must 
assume leadership in combatting 
the effects of business cycles and 
in strengthening the nation’s cap- 
ital goods industries, according to 
speakers participating in the first 
Industrial Advertising and Sales 
Promotion Conference last week. 

More than 172 advertising and 
sales executives from Ohio and 
neighboring states attended the 
conference, sponsored by the Col- 
lege of Commerce and Admin- 
istration of Ohio State University. 

J. M. McKibbin, assistant to the 
vice-president, Westinghouse Elec- 
tric Company, Pittsburgh, drama- 
tized the critical sales problem 


facing American industry in his | 


opening day speech. 
Must Maintain Volume 


Citing Westinghouse expansion 
to two and a half times prewar 
production capacity as a typical 
example, Mr. McKibbin stated 


that industrial advertising’s great- | 


est challenge is to maintain sales 
volume above industry’s “break- 
even points.” 

“We must realize that profit 
margins are so small today that it 
is only through maintaining large 
sales volumes that we can keep 
our businesses from going into 
the red.” 

Mr. McKibbin urged industrial | 
sales managers to recruit ade- | 
quate manpower for the sales job | 
ahéad, to equip the salesmen ade- 
quately for their work, to main- 
tain continuous sales promotion, | 
advertising and educational sup- 
port, and to train customers as 
well as salesmen. 


Suggests Shift in Emphasis 


Cameron Hawley, director of 
advertising, Armstrong Cork Com- | 
pany, Lancaster, Pa., suggested | 
that key men be assigned to in- | 
dustrial accounts, rather than con-| 
sumer advertising. The indus- | 
trial job, he said, requires more 
brains, more knowledge and more | 
experience. In addition, the in-| 
dustrial admen have less research | 
to guide them. His prescription | 
for “curing an ulcer” was to con- 
sider a page of advertising a page, | 
no matter in what medium it ap- | 
pears; to make sure that creative 
time is not apportioned on the | 
basis of dollar billing, and to make | 
sure that industrial advertising 
men are adequately compensated. | 

T. H. Young, director of adver- 
tising, U. S. Rubber Company, 
New York, said that never in his 
33 years’ experience had advertis- | 
ing been challenged more than it 
is today. 

Factors contributing to today’s 
problems are the mounting cost 
of advertising space and produc- 
tion and the increasing number of 
things advertising must accom- 
plish. In view of these factors, 
Mr. Young said, management has 
a right to challenge advertising, 
to demand that it will deliver 
more for the dollar than ever be- 
fore. 

He suggested that advertising 
men dodge the lazy, routine ways 
of attacking their jobs and sub- 
Stitute “showmanship,” the un- 
usual, unorthodox methods, to get 
results. 

John Maddox, director of re- | 
Search, Fuller & Smith & Ross, | 
Cleveland, employed six case his- | 
tories of industrial advertising re- 
Search to outline possible ap- 
proaches to industrial marketing | 
research’s primary job—‘to nar-| 
tow the field in which manage- | 
ment’s guesswork must operate.” | 
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FTC ‘Free’ Order 


Names William Frew 


In connection with the “guid- 
ance” issued by the Federal Trade | 
Commission covering use of the | 
word “free” in advertising (AA, | 
Feb. 2) it was incorrectly re- 


caster, Pa., seed company” to stop | 
using “free” to describe some of | 
its sales offers. 

The order actually was issued | 
against William A. Frew, Paradise, | 
Pa., who, FTC said, operated 
under several trade names, in- 
cluding “Lancaster County Seed 
Company.” 


Joins Tarler & Skinner 
Frederick M. Ford, formerly 

with Arnold & Co., has been ap- 

pointed an account executive of 


Boost in Canada 
Ad Total Likely, 


Tarler & Skinner, Boston agency. 


“Marketing’ Says © 


Toronto—Canadian advertising 


/probably will increase this year | 
over 1947, Marketing indicates in 


'its annual forecast of sales and/| all-time high. 


advertising plans. 

An analysis of replies to the. 
publication’s questionnaire shows | 
that 43.6% plan to spend more 
money and only 2.3% plan to use¢ 
less, although some of Canada’s 
largest advertisers are still unde- 
cided about °48 plans. 

As in the United States, adver- 
tising agencies regard rising costs 


with considerable concern, and 


while the printing industry gen- 
‘erally is worried over the labor 


| situation, publishers look for an 
‘increased volume of business, the 
analysis shows. 

Marketing’s 10-year analysis of 
advertising rates shows that space, 


ported that FTC ordered “a Lan- volume should be maintained and figured on the milline rate, costs 


5% more in Canada than it did a/| 


|year ago, with circulations at an | 


Advertising rates 
|of 101 radio stations are 2% higher | 
‘than a year ago. 


61 


Miller Lab. to Riordan 


John H. Riordan Company, Los 
Angeles, has been appointed to di- 
rect the advertising of E. S. Miller 
Laberatories, Inc., Los Angeles. 
Medical journals and direct mail 
will be used. 


Names Alford Poyntz 

Morrow Screw & Nut Company, 
Ingersoll, Ont., has named Alford 
R. Poyntz Advertising, Toronto, to 
handle its advertising. 


TOP STATION © 
*BOTH in Vancouver 


and * MEW WESTMINSTER 


BETTMANN ARCHIVES 


LL the nationwide talk you’ve been hearing about distribution in the past year 
just didn’t “happen” The only thing that did happen is that the American businessman 
stopped playing “Blindman’s Buff” and realized costs were too high. Distribution Age 
said the same thing more than twenty-five years ago. And each month, since then, DA 
has aggressively urged further economies through integrated distributive services and 


equipment. 


Distribution Age does not limit its editorial coverage to any one distribution problem, 


but impartially probes into and reports on all policies, practices, methods and economies 
reflecting on all eight basic phases of distribution. 


Because DA is written by businessmen for businessmen, it’s fact-finding and helpful 
articles are looked forward to each month by our 38,995* top-flight purchasing-executive 
readers. This is the concentrated circulation that brings results to advertisers of distribu- 


tion services and equipment. Rate card and circulation breakdown on request. 


*Latest survey indicates average of 2.73 readers per copy. 


DISTRIBUTION 
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100 EAST 42nd STREET 
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LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9 Rockefeller Plaze 


Postini a new twist to an old 
military proverb, it is always a 
good idea in selling to go fustest 
where you can expect to get the 
mostesf. 


In Chicago, the Daily News 
takes your advertisement into the 
HOMES of a consumer group 
notable for being active and 
constant buyers. (See family in- 
come figures in the panel at right.) 


These income figures vividly and 
realistically say SALES-VOLUME! 


And they say, beyond doubt or. 


argument, that for the advertiser 
this Daily News audience is Chi- 
cago's most IMPORTANT million! 


These reader-friends enjoy their 
Daily News in the evening, in a 
leisurely mood, in the relaxed 
hours which the family fireside 
provides. The ideal time and 


CHICAGO 


place for advertising! And if what 
you have to say is not welcomed 
to these IMPORTANT homes, then 
certainly you cannot count on a 
welcome for what you have fo sell! 


Pereentage of 
Chicago Daily News 
Families in Each 
Ineome Group:— 


Over $7,499 ..... 10.8% 
$5.000 to $7.499 . 13.9% 
$3.000 to $41.999 . 39.6% 
$2,000 to $2.999 .23.3% 
Below $2,000 . . . 12.4% 


These figures were obtained by an 
independent survey, conducted ex- 
clusively among regular Daily News 
readers, representing a valid cross- 
section, house-to-house sampling. 


DAILY 


For 72 Years Chicago's HOME Newspaper 
John S. Knight, Editor & Publisher 


MIAMI-HERALD BUILDING, Miami, Floride 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEWS 


DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


SPEAKER'S TABLE—B. A. McDonald, general sales manager of Westinghouse 

Radio Stations (second from left) gets some nourishment before addressing 

the Pittsburgh Radio and Television Club. Others at the head table (left to 

right) are Marie Wilk, WWSW; George D. Tons, KDKA sales manager; Dick 

Bachman, W. Earle Bothwell Agency, and Thomas MacWilliams, Smith, Taylor & 
Jenkins. 


C3 he 


CRANE ON TELEVISION—Dr. George W. Crane (standing, right), psychologist 
and newspaper columnist, appeared on KSD-TV, the St. Louis Post-Dispatch 
station, sponsored by Kroy Packing Co. Appearing with him on the program 
were Roger Bacon, Ruthrauff & Ryan; John R. Kneebone, Dr. Crane's associate 
(in chair), and Ray C. Stricker, Ruthrauff & Ryan. 
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FROM THE SOUTH—A barrel of Chesapeake Bay oysters brought 7 F. P. 

Chelton (left), Williams Oil-O-Matic dealer in Baltimore, caused smiles like 

these at a Bloomington, Ill., meeting of the national sales force of the Williams 

Oil-O-Matic division, Eureka Williams Corp. Happily digging in are W. A. 

Matheson, executive vice-president of the Williams Oil-O-Matic division (cen- 

ter), and L. A. Casler, president, Casler, Hempstead & Hanford, Chicago, 
EW's agency. 


THANKS REC—Boy Scout Xavier Guil- 
laume, a war refugee, presents a 
plaque to William S. Hedges, vice- 
president of NBC and president of the 


Radio Executives Club of New York in 

recognition of the support rendered the 

Scouts by the REC and the radio indus- 
try. 


MERCHANDISER — Rolls Razor, Inc., 

New York, is supplying dealers with 

this combination counter display and 

stock case called the ‘48er salesmaker 

assortment, which contains six gift- 

wrapped razors and six each of five 
accessories. 


Thank You-- 
Ladies of New Orleans 


Yo told ve seme of oar mow cofiee 
were herd te opee—cnd yon were right! 


We the EW, FASY-TO-OPEN Uitee Var Jor 


arte, Cote, BOK PAEO CoMlnn % Sead Callen 


FIXIT—The customers complained about 
the difficulty in opening Blue Plate 
coffee'’s new vacuum jar. The company 
remedied the trouble—and thanked the 
ladies in this 1,000-line newspaper copy. 


Brighten Up Your Toast with 
SAMS + SELLIES - PRESERVES 
PRESERVE INDUSTRY COUNCI 
CHICAGO 4. 1LLINOIS 
PIC TO PIX—Using photographs for the first time, Preserve Industry Council 
opens a 1948 campaign in magazines with this full-color page in The Saturday 
Evening Post March 6. Campbell-Mithun, Chicago, is the agency. 


AD CLUB |. 
\ 


CELEBRATE ROSS DAY—H. L. (Speedy) Ross (seated, right) had a day of his 
own when the Indianapolis Advertising Club honored him with a special meetin 

on his resignation as executive secretary of the club. Left to right (standing} 
are George Madden, advertising manager, Wm. H. Block Co., club vice-presi- 
dent; Paul Grimes, national advertising manager, Indianapolis News, Ist vice- 
president, and Mrs. Frank D. Walker, Walker Research Co., new secretary. 
Seated with Mr. Ross is Jack Miller, advertising manager, L. S. Ayres & Co., 
club president. Mr. Ross is acting — of the Indianapolis office of Bozell 

& Jacobs. 


LEADERS PLAN ‘48 PROMOTION FOR NEW ORLEANS—Plans moved ahead at this luncheon meeting for this year's national 
advertising and publicity campaign for Greater New Orleans, Inc. Left to right are Ralph Nicholson, publisher, New Orleans 


Item; Joseph M. Jones, secretary, Greater New Orleans, Inc.; A. P. Fant, industrial director, Association of Commerce; Wil- 

liam B. Wisdom, president, William B. Wisdom, Inc.; Rudolph S.Hecht, chairman, Mississippi Shipping Company; James Aldige, 

acting public relations director, City of New Orleans; Leonard Gessner, partner, Fitzgerald Advertising Agency; Richard 

Foster, president, Foster Awning Co., and H. W. Pearson, president, Advertising Club of New Orleans. The account is handled 
jointly by Bauerlein Advertising Agency and Fitzgerald Advertising Agency. 
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Would You Be Interested In 


. A Stimulating Business Connection 
With No Restriction On Earning Power? 


This offer is to a few men who, 
though rated successful by ordi- 
nary standards, feel they are up 
against a stone wall, as far earn- 
ings go, in their present connec- 
tions. 


Bastian Bros. (AAA-1 rated), 
top leader in its field, employs 
500 skilled workmen and has of- 
fices coast-to-coast. Every busi- 
ness is a prospect for a Bastian 
product. We make point-of-sale 
displays and signs; advertising 
specialties; name plates for 
manufactured products; cellu- 
loid and metal buttons for po- 
litical campaigns and unions; 
convention badges; employee 
service and safety award em- 
blems; manufacturers’ parts; 
calculators; celluloid pocket 
calendars; anything in plastic 
sheets or to 18” in die-struck 
metal, etc. 


This comprehensive line, with 
acceptance of the Bastian name 
and continuous promotion opens 
wide the door of opportunity. 
Capable Bastian representatives 
maintain much better than aver- 
age standard of living in both 
good times and bad! 


As representative for Bastian, 
you would actually be in busi- 
ness for yourself, but would 
make no capital investment be- 
yond first few months time it 
takes to get well established. 
You work close to home, on 
your own hours, in your own 
way, coming in contact with 
leading business people of your 
community. And you should 
earn a substantial income! 


If this arouses your interest, we 
would like to hear from you. 
Write us today! 


BASTIAN ‘BROTHERS COMPANY 
2050 CLINTON] AVE. N., ROCHESTER, N. Y. 


a — .’ A 


RATES: 60c per line, minimum charge $3. Cash with 


—— —_ ae WASTED 


order. Figure bold face heads (maximum two lines 


Copy deadline 
card rate of $10 


per column inch, Regular card discounts on multiple insertions and space over 5 inches apply on. displa 


POSITIONS WANTED 


POSITION OPEN | 
With agencies, advertisers, publish- 
ers, ete., for both men and women, 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
185 N. Wabash, FRA. 0115, Chicago 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—Personnel 


Industrial Copywriters. .... to $6,000 

Account Executives . OPEN 

Layout Artists 

Production Manager .......... ; 

Advtg. Assts.—Direct Mail....$3,600 

Advt’g Trainees $175-$225 
SHAY AGENCIES 


30 W. Washington, Chicago 2, Ill. 
9 MMR rea $7,500 
Illustrator, Nat’l accounts 
Water Color Artists........... ,000 
Ce SE com ale o's eee a 6 5,200 
Catalogue experience 
Production, Layout ........... ,200 
Agency experience 
Asst. Hse. Organ Mer......... 3,000 
Sales Promotion .............. 4,800 
Appliances 
Rate Extension Clerk......... ,500 
Young, agency exper. pref. 
ee RA Se ear 4,800 


Men’s Fashions 

WOMEN ’ 

Opening for Copywriters, Reception- 

Typists-Stenographers. Agency ex- 

perience preferred but not necessary. 

Salaries $2,500-5,000 

Write, wire or ’phone 

P. J. STEPHENSON 

CASTLE & ASSOCIATES, 
220 S. State Har. 9800 


INC. 
Chicago 


RAILROAD 
ADVERTISING MANAGER 


Excellent opportunity with one of 


America’s greatest railroads for man 


with railroad advertising experience. 
Must be able to handle department 
and all phases of railroad advertis- 
ing. Chicagoan or Midwesterner pre- 


ferred. State experience and salary 
bracket in first letter. 


Box 9413, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Editor, Male, for Trade Journal 


Hdqtrs. Chicago area; knowledge of 
automotive industry desirable; give 


SPACE SALESMAN 


In Midwestern territory with head- 
quarters in Chicago for major busi- 
ness paper long established and leader 
in its field. 


We want a man with a good back- 
ground in publishing or advertising 
who can work as a member of a suc- 
cessful sales team. He should be re- 
search minded and able to write 
clearly and persuasively. A record of 
success in actual space selling is de- 
sirable. Thorough familiarity with the 
heating, electrical or construction field 
would be a strong asset. 


Good basic salary and bonus tied 
directly to accomplishments. Starting 
compensation depends largely upon 
what you have to offer. Please out- 
line fully in your letter which will be 
held confidential. 


Box 6951, ADVERTISING AGE 
100 E. Ohio St., Chicago I], Illinois 


full particulars of experience and 
salary requirements in first letter. 
Confidential. 
Box 9414, ADVERTISING AGE 
__100 E. Ohio St., Chicago 11, II1. 
WANTED—ELECTROTYPE AND 
MATRIX SALESMAN 


Ad Mgr — Copywriter. Ambitious, 
eager, zealous generator of ideas, 
neat layouts, copy that sells. Seeks 
position with forward-moving Chgo 
agey or nat’l mfgr where one can 
just grow and grow. 7 yrs exper 
nspr, ad serv, dept store. 
Ralph Ebert, 623 Douglas Ave. 
Calumet City, Ill. , 


ART DIRECTOR—ARTIST 
10 yrs. exp. in Agency and Publica- 
tion work. N.Y. or California pref. 
Box 9417, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


AGENCY MAN—24—2% years 
eral agency experience—copy, 
tact, space buying, seeks position 
with established trade paper pub- 
lisher as space representative. West 


gen- 
con- 


eoast preferred. Available March 
1. Will come to Chicago for in- 
terview. Address: Robert T 


Graves, 1501 Washington Rd., Men- | 


dota, Ill. 


REPRESENTATIVES WANTED 


Publisher’s Representative in New 
York, Chicago and Kansas’ City 
wanted by established restaurant 


trade publication. 
Box 9418, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 


REPRESENTATIVES AVAILABLE 
Exxperieneed well established organ- 
izations is expanding personnel and 
can give excellent 8 state coverage 
to trade publication out of Chicago. 

Box 9397, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Los Angeles Territory: A young, en- 
ergetic organization can add an ad- 
ditional account to its representative 
line. Write Publishers’ Consultants, 
Inec., 106 West Third St., Los Angeles 
13, California. 


MISCELLANEOUS 
THERE IS A WAY TO TELL! 
Is that sales letter predoomed to 
failure? A new method of analysis 
before mailing, determines this. 
SELEFEX SERVICE 
P.O. Box 3051 St. Louis 5, Mo. 


Out of print, hard to find books my 
specialty. Send titles of any books 
wanted, and let my personalized 
service locate them for you quickly 
and reasonably. Della H. Montgom- 
ery, R. No. 6, Box 53B, South Bend, 
Indiana. 


We are in the market for business 
papers that are, or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
interested. All replies held confi- 
dential. 

Box $269, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


If you would like your own, high 
income, but easily learned office 
business, write for free details to- 


day. FRANKLIN CREDIT SCHOOL, 
Dept. 215-B, Roanoke 7, Virginia. 


KROM-A-TONE POST CARDS 


Must have established contacts and 
be fully experienced. | 
Box $415, ADVERTISING AGE 
100 E. Ohio St., Chicago WM, Ill. 


The newest most economical way to 

display any product. Samples and 

prices on request. 

GRAPHIC ARTS PHOTO SERVICE 
365-B, Hamilton, Ohio 


Railroad Loses 
on Ski Bowl— 
But It's Success 


SEATTLE—In six years the Mil- 
waukee Railroad has suffered a 
$150,000 loss developing and op- 
erating the Milwaukee Ski Bowl 
in the Cascade mountains east of | 
here—and considers the money | 
well spent for advertising and | 
public relations, John P. Kiley, 


| 
| 
| 


vice-president of the company, 


Put 
GENUINE PHOTUS 


into your sales story 


. « « and get the results. Our 38 
years’ experience assures fast quan- 
tity reproductions from your negative 
er print. Low cost—highest quality. 
For free samples and ideas your busi- 
ness can use, write 


STICKLEY PHOTO SERVICE 
9 S. Washington St., Binghamton, N. Y. 


'told the Seattle Advertising and 
'Sales Club recently. | 
| The railroad doesn’t ever ex-| 
|pect to break even on the ski 
| Bowl and if it continues to lose 
| $25,000 a year, “we think it well 
tas while,” Mr. Kiley said. 


Last year the railroad hauled | 
40,000 persons to the ski bowl in| 
|special trains on weekends and | 
|holidays. Special parties of as| 
|many as 1,000 persons — such as| 
'employes of the telephone com- 
| pany—are part of the promotion. 


| ‘Times,’ PTA Cooperate 


The ski bowl has been developed 


Magazine Wanted 


We have made a spectacular success in 
selling the advertising space of all of the 
trade magazines we serve, strictly on a 
commission basis. Space today must be 
sold and any publication of standing re- 
quires more intelligent sales representa- 
tion than ever before. 

We are interested in a trade magazine 
of merit. 

Our headquarters is in Chicago and our 
sales area the middle west. 


Box 6944. ADVERTISING AGE 
100 E. Ohio Street, Chicago !!, Illinois 


under the joint sponsorship of the 
railroad, Seattle Times and the 
/parent-teacher associations of Se- 
attle and Tacoma. Free ski train- | 
ing is provided by the Times, 
which drew 3,000 students to the 
classes on the opening day this 
winter. The Times supplies 36) 
|instructors, with classes changing | 
hourly. Robert Twiss, handling | 
| promotion for the Times, told the) 


club the ski school is the largest | 


in the world. 

“You’d be surprised to see how 
many high school youngsters, 
traveling to the ski bowl, are tak- 
ing their first ride on a train,” Mr. 


| Kiley said. 


Shellenberger Heads 
Savings Bond Project 


_ James A. Shellenberger, train- 
ing specialist of the sales division 
of General Foods Corporation, 
New York, will supervise the de- 
velopment of a sales training pro- 
gram for 250 present and future 
administrative heads of the sav- 
ings bond division of the U. S. 
Treasury Department throughout 
the country. 

One of the preliminary phases 
of the program is the develop- 
ment of a modern sales manual 
which will be introduced early in 
March, now being produced by 
Visual Methods, Inc. General 
Foods is serving as chief consult- 
ant and collaborator in the de- 
velopment of this program. 


Jesse Feldman, former assistant 


| sales manager of Safir Plan, Inc., 
| New York, where he formed the 


men’s wear quality group, has been 
appointed assistant sales manager 


| 


| Manhattan Adds Feldman| 
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SMALLEST—Beltone Hearing Aid Co. 

is introducing its new tiny Mono-Pac 

hearing aid with two-color ads like the 

above in magazines, others in news- 

papers. The company's budget has 

been increased for ‘48. Ruthrauff & 
Ryan is the agency. 


Belfone Launches 
Tiny Hearing Aid, 


Cuicaco—The smallest hearing 
aid ever made—and more power- 
ful than previous instruments— 
has been announced by Beltone 
Hearing Aid Company. 

The new model, called the 
Mono-Pac, will be heavily pro- 
moted this spring and fall, with 
Beltone—largest advertiser in the 
hearing aid field—spending more 
than $750,000 in magazines, news- 
papers, radio, dealer aids and 
other media. The company spent 
$600,000 in 1947. 

The Mono-Pac weighs only a 
few ounces. The one-unit instru- 
ment can fit into the watch pocket 
of a man’s trousers or clip unob- 
trusively to a woman’s bra, yet 
transmits two to six times more 
sound intensity than other instru- 
ments, Beltone claims. 


9 Magazines on List 


In the next few months the 
company will spend about $40,000 
a month (twice its previous rate) 
in magazines. 
scheduled for Collier’s, 
Gentleman, Good Housekeeping, 
Household, Ladies’ Home Journal, 
McCall’s, The Saturday Evening 
Post, True and Woman’s Home 
Companion. Newspaper announce- 
ment ads start this month. 


Pac is a 


Silver Circuit”—wartime develop- 


| in the proximity fuse. It permits 
|the combination of 45 parts and 
connections in a single small Bel- 
tone model. Actual size of the 


of the Manhattan Shirt Company, | unit is 23/16 by 3% inches. 


New York. Mr. Feldman was on/| 


the Manhattan sales force prior | account. 


to 1946, when he joined Safir. 


Art Agency Moves 


Weatherwax-Spurgeon & Asso- 
ciates, Los Angeles art agency, 
has moved to larger studios at 
520 W. Seventh St. Fred C. Tabitz 
has been added to the staff. 


| TESTS ‘“SOLO-PAR’ 


| Cuicaco—The Solo-Pak “printed | 
|circuit” hearing aid was test ad-| 


vertised in San Francisco news- 
| Papers for the first time yester- 
day (Feb. 8). 


| Half pages were run 


in the 
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Chronicle and Examiner by Audi- 
phone Company of Northern Caij- 
fornia, distributor for the manu- 
facturer, Allen-Howe Electronics 
Corporation, of Chicago and Pea. 
body, Mass. (AA, Oct. 20, ’47). 
The test copy uses coupons and, 
according to Allen-Howe’s agency, 
Gray & Co., Denver, will be fol- 
lowed by dealer newspaper copy 
nationally later this month. 


Now ‘Western Locker’ 


The Pacific Coast Locker & 
Frozen Food News, Portland, Ore., 
has changed its name to Western 
Locker effective with the Jan- 
uary issue. The new name was 
chosen to indicate the increased 
coverage of the publication, which 
was originally planned for circu- 
lation in Oregon, Washington and 
California. Last year, the pub- 
lication took over the circulation 
of the Mountain States Locker & 
Frozen Food Review and now goes 
to all locker operators in the 11 
western states free of charge. 


L&M Gets New Accounts 
The Beverly Hills, Cal., office 


of Lennen & Mitchell has been 
named to handle the advertising 
of Kerr Glass Mfg. Corporation, 
and Lewis Food Company, maker 
of Dr. Ross dog food, both in Los 
Angeles. Alfred Rooney, formerly 
vice-president of Dan B. Miner 
Company, Los Angeles agency, 
and William Gray, also formerly 
with Miner, have joined L&M. 


OPPORTUNITY 
FOR 
CREATIVE & LAYOUT 
ARTIST 


Young man artist, under 35, 


experienced in trade paper 


Expands Ad Budget 


Two-color ads are | 
Country | 


Copy emphasizes that the Mono-_ 
“new kind of one-unit| 
hearing aid” featuring the ‘Magic 


ed electronics principle used first | 


Ruthrauff & Ryan handles the | 


and direct mail creative lay- 
Good 
earning possibilities — annual 
bonus. Young, growing organ- 
ization Central 
Pleasant working 


out and finish artwork. 


in Illinois. 
conditions. 
Will pay moving expenses and 
find you a home. Wire or write 


for interview at once. 


Box 6935, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


Walter Lowen 


PLACEMENT AGENCY 
* 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives © Copy @ Art ® Office 
Public Relations 
Please write briefly outlining your spe- 
cific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


eee 


ART DIRECTOR wanted by progressive 
St. Lovis agency to handle variety of 
work appearing in class magazines. 
Salary $6000. Submit samples and 
facts about yourself. 


Box 6939, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
ADVERTISING MANAGER 


Presently handling $1,000,000 budget. 
Strong on plans, merchandising, and 
"follow through''. New York only for this 
young, exceptional talent. 


Box 6949, ADVERTISING AGE 
|] 330 W. 42nd St., New York 18, New York 


| 


‘| WE CAN HELP YOU... 


boost your profits with our hard selling 
ideas and proven executive ability. At 
present Ad Manager of major case goods 
mfgr. Heavy national, trade, direct-mail 
|] experience. Tops in merchandising, plans, 
|] training programs, copy, research. Col- 
|} lege graduate. Salary $8,000. Resume. 

Box 6950, ADVERTISING AGE , 
100 E. Ohio Street, Chicago |), Illinois 
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Direct Engraver 
Promises Speedup 
for All Printing 


HackKEeNnsAcK, N. J.—The revo- 
lution in graphic arts now under 
way (AA, Jan. 26), received a 
new impetus last week when Fair- 
child Camera & Instrument Cor- 
poration’s new direct photo-elec- 
tric machine was shown at the 
plant of the Bergen Evening Rec- 
ord here. 

The direct engraver will make 
a one-column newspaper engrav- 
ing on plastic plates in three min- 
utes, 40 seconds, automatically 
and without chemicals, cameras 
or the other equipment involved 
in conventional photo-engraving. 

The basic idea is credited to 
Walter Howey, Hearst editor: a 
photoprint scanned by a photo- 
electric cell, geared to a metal 
stylus so controlled that as the 
scanning unit looks at a light 
area, the stylus cuts deep, and 
when the scanner hits a dark area, 
the stylus cuts lightly. 


Uses Heated Stylus 


In appearance the machine is 
reminiscent of a wirephoto ma- 
chine, or a metal working lathe. 
There are two rotating cylinders, 
and two carriages which may be 
moved at a fixed rate along the 
cylinders. On one cylinder, under 
the scanner, is a positive photo- 
graph, cropped to the size of the 
engraving desired. On the other 
cylinder is a sheet of plastic, on 
which the heated stylus burns 
small pyramid-shaped depres- 
sions. The synchronization of the 
line advance of scanner and cut- 
ting head, the speed of the cyl- 
inders, and back-spacing one-half 
a dot space for each line advance, 
produce a conventional screen 
pattern. 

The machine will make only 
halftones, in its present form, and 
its maximum useful area is now 
8x10 inches; an engraving of max- 
imum size takes about 18 minutes. 
A number of pictures can be 
placed on the scanning cylinder 
and cut at one time, provided the 
tonal keys are not too different. 


Uses 65 Screen 


The plastic material is suitable 
for direct letterpress printing, or 
can be used for flat or curved 
stereotypes. The machine makes 
only 65-screen halftones, but the 
company is experimenting with 
one capable of making 120-screen, 
and eventually hopes to have one 
which can be used interchange- 
ably on screens ranging from 65 
to .135. 

When the plastic engraving is 
complete, it is trimmed on what 
approximates an ordinary print 
trimmer, scrubbed under clear 
water, mounted on wood or metal 
and is ready for use in the form. 

Despite the complexity of its 
mechanism—involving electronics, 
optics, electricity —the company 
contends that good halftones can 
be produced by any operator after 
a few hours’ instruction. No re- 
quirement for craftsmanship ex- 
ists, Fairchild says, because the 
controls are adjusted in respect to 
actual tone values of the subject 
‘© be reproduced and they remain 
unchanged throughout the engrav- 
Ng process; also, the process re- 
quires no photographic or etching 
materials and is unaffected by 
Climatie conditions. 


Buys Patent Rights 


‘he idea of an engraver op- 
erating directly is probably nearly 
100 years old, and the present in- 


ventor has been working on om 


development for the past 15 years. | 
Bef ore Mr. Howey perfected his 


ention, G. Washington Jr.—of | 


SATISFIED—Looking at one of the plastic plates engraved by Fairchild's new 
direct electronic a ne are Dudley Hollister, Fairchild Camera & Instrument 
Corp.; George Washington Jr., its inventor; and Donald G. Borg, editor, Bergen 


Evening Record, Hackensack, N. J., where a demonstration machine was shown. 


the coffee family — developed a 
similar device involving a single 


operation, and there was a patent 
conflict. The Fairchild company 


acquired patent rights to both ma- 
chines, and began development of 
the present direct engraver. 

Fairchild officials said there are 
now six such machines in opera- 
tion with newspapers in the New 
York area, and these installations 
will reach 26 by the end of Feb- 
ruary; the newspapers range in 
size from the Advance, Patchogue, 
L. L, to the New York Times. In- 
stallations are being held close to 
the Fairchild factory in Jamaica, 
L. I., so that they can be checked 
by engineers; quantity production 
will soon be ready for newspapers 
in a wider area, as its service or- 
ganization is expanded. 

The company plans to rent the 
machines to newspapers and 
graphic arts plants, and the cur- 
rent rental fee is $160 a month. 


To Bozell & Jacobs 


The Chicago office of Bozell & 
Jacobs has been named to direct 
the advertising of Phoenix Table 


Mat Company, Chicago, manufac- | | 


turer of stove mats, canister sets 
and table pads. 


65 


3 that are | ST 


1. CROSS COUNTRY NEWS 


An_ aviation 

voted to privele fying 

reaches over |/3 of , air. 
in the U. S. . . . circu- 

ation, 8,652. 


2. THE MAILBOX 


A direct mail odveiing, nee 
dium devoted to rmer 

a —— over 19,000 farm 
homes of Piains of 
West ‘aa 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great south 
plains of West Texas .. . 
eoehes over 28,000 town and 
city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 


experience to build a list like that. 


“You can't imagine the aid The Progressive Grocer 
has been to us. Your timely article on remodeling 
and new ideas on store layouts have helped us 
immensely in planning our units. Your merchandising 
ideas have been a great help to our manager 
and ourselves in improving volume. 
Frankly, we would be lost without it.” 


| 

J. MARTEL 

Martel’s Super Markets 
Chester, Pennsylvania 


| 
| 


More Readers 


in more supermarkets thar 
any other food publication 


Every store on The Progressive Grocer circulation list is actually hand- 
picked on the basis of volume. As a result practically every major independ- 
ent and local chain supermarket in the country is covered. It takes real 


The Progressive Grocer has more readers in these big-volume stores 
because it is the one publication that has so much of the kind of stuff super- 
market operators want — sound, up-to-the-minute merchandising and oper- 
ating information they can take and use to do more business and make more 
money. It takes real experience to develop editorial material like that. 


where the best merchants 
in the food trade 

| get their best 

selling information 
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Joins Walter Weir 


Anne Barnard, former director 
of the women’s division of the 
National Safety Council, New 
York, has joined the public re- 
lations and publicity department 
of Walter Weir, Inc., New York. 


Alsco Appoints Jessop 

Alsco, Inc., manufacturer of 
Alsco aluminum combination 
storm windows and storm doors, 
has appointed Jessop Advertising 
Company, Akron, to handle its ad- 
vertising. National magazines will 
be used. 


SAMPLE 
Jor POINT-OF-SALE !_) FREE 


READY-TO-STICK TAPE 


Gea Our bid on your 1948 requirements for 
Point-of-sale Signs, printed on this sticky cello- 
phone tape. QUICK DELIVERY — BEST QUALITY. 
Used by SWIFT, OLD DUTCH, WILSON'S, Etc. 
Write MARK'ANDY, Inc., St. Lovis 22, Mo. 


Five-State Test 


Marks First Push 
for Perm-Aseptic 


Makes Market Debut 
After Nine Years 
of Lab Research 


MAMARONECK, N. Y.—After nine 
years of research and seven years 
of successful tests, a new process 
is making an impressive debut on 
the American scene, in its first 
alliance with cleaners and dyers. 

In 1938, a Belgian chemist 
named Dr: Leo J. Rampel (now 
an American citizen) was conduct- 
ing a series of experiments with 
organic chemicals when he dis- 
covered that one of his organic 
phenyl mercury compounds would 
actively inhibit bacterial growth, 
even when dry. 

When war came, the Army dis- 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 


Walter Johnson, Assistant Gen. Mgr.—Sis. Mgr. 


WTIC's 50,000 watts represented nationally by Weed & Co. 


with 


PerimAsentic / 


Mi garments are LASTINGLy 


PERSPIRATION ODOR-PROOF! 
GERM RESISTANT! 
MILDEW PROOF! 


ee ad 
A rete tet meee 


aes 


Pike ASEPTIC SHPO ON tems 8 


mee OE CRPPTRE OR 10 Mada 


HORE ARE THE QUALITY CLAANERS WHO 


into the cleaning and dyeing field. 


OPENS FIVE-STATE TesT—Newspeper F nissnda to be followed by similar ae 
space insertions in five midwestern states, 


plug Perm-Aseptic Corp.'s entry 


The company expects to advertise the 
process nationally by fall. 


covered that much of its clothing 
in tropical areas was destroyed by 
mildew. It needed some method 
of treating fabric and clothing to 
resistsmildew formation and, after 
extensive tests, adopted Dr. Ram- 
pel’s process. 


Priorities Restrict Exploitation 


Priorities and the requirements 
of the armed forces prevented full 
commercial exploitation of the 
chemical during the war years, 
but Dr. Rampel and his associates 
continued experiments and tests. 
The process proved practicable in 
more than a score of industries. 

They found, for example, that 
the Perm-Aseptic process, which 
coats individual threads of a 
fabric, would actively combat the 
germs that cause _ perspiration 
odor, even while the garments 
were being worn. 

They discovered that the chem- 
ical would control slime forma- 
tion in wood pulp mills, that it 
would help prevent leather in 
shoes from rotting through mil- 
dew, that it would lengthen the 


life of hosiery and other fabrics 
by reducing germ growth. 


Combats Disease Bacteria 
In addition, 


bacteria tracked in from the out- 
side, and decrease the danger of 
a disease being contracted by 
babies playing on the floor. 

As a scientist, Dr. Rampel was 
extremely cautious about making 


A IMPOSING group ofa suécosetul advertising executives 
and advertising agencies, Yind this a lucky number. 
It enables them to use a service Consisting of ad-setting, 


engraving, and printing — all" tinder one roof . 
trained men are always on. their toes t6 serve you so well 


that you will come back agains We can lighten your burdens 
—and at the same time produce better and’more profitable 
printing for you—at a saving of time, trouble and money. 


. Specially 


FAITHORN 


CORPO 


RATION 


AD-SETTING - ENGRAVI NG - PRINTING 
400 N. RUSH STREET, CHICAGO 11 - WHITEHALL 2300 


claims for the chemical treatment, 
| preferring to test, experiment and 
test again before exploiting his 
product commercially. The test- 
ing phase took seven years—and 
is still continuing. 

One of the earlier applications 
of Perm-Aseptic was its use by 
the diaper laundries, where sani- 
tation is essential. Some 61 mem- 
bers of the National Institute of 
Diaper Services, serving over 
12,000,000 babies, have used the 
process during the past seven 
years. 


Hospitals Adopt Process 


Seven hundred hospitals also 
have adopted Perm-Aseptic. To 
guarantee the safety of individ- 
uals wearing garments laundered 
or cleaned with the chemical, the 
company took out a $300,000 in- 
surance policy. In six years, not 
a single claim has been registered. 

Early this year, Perm-Aseptic 
Corporation and its midwestern 
distributor, CDS Corporation, Chi- 
cago, through its 


state market test. Spreads ran in 
| the Chicago Sun and Times her- 
alding the “new, 
| cleaning process.”’ Copy contained 
listings of metropolitan cleaners 
| who had adopted the process. 
Decals, window streamers, gar- | 
ment tags, direct mail and mats | 
|for use in community papers tied | 
up the promotional package. 
|Major object of the campaign is 
ito offer franchised cleaners and 


when applied to. 
rugs, the chemical would combat) 


dyers a competitive edge in pro- 
moting their services. 


Plans Entry Into Radio 

The 60 to 90-day saturation 
drive in Illinois, Indiana, Wis- 
consin, Michigan and Ohio will 
use similar large space newspaper 
copy in other metropolitan areas, 
and, later this year, the company 
will go into radio. By fall, Perm- 
Aseptic expects to schedule copy 
in national consumer magazines. 

The current campaign aimed at 
the cleaning and dyeing industry, 
however, is but one phase of the 
company’s advertising strategy. In 
each industry where the process 
is applicable, Kuttner & Kuttner 
will set up separate promotion 
packages, using the results of the 
research programs. 

And in each industry, separate 
drives will be set up at the manu- 
facturer, wholesale and _ retail 
levels, with the Perm-Aseptic 
seal carried over from industry 
to industry, so that all users of 
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the chemical will stand to beneg;t 
from repetition of the process 
name. 

Outstanding feature of Perm. 
Aseptic is that no special equip. 
ment is necessary for its use. [t 
can be added directly to any type 
of cleaning or laundry solutions or 
manufacturing process with uni- 
form results, and cost per garment 
or product is “negligible,” to the 
point where it will not be reflected 
in the retail price. 

While details of media sched- 
ules and promotional packages in 
industries other than cleaning and 
dyeing are still in a formative 
stage, the total budget is expected 
to double several times during 
1948. The nine long years of re- 
search are paying off. 


General Promotes 5 


John C. Sample, formerly gen- 
eral sales manager, and Arthur J, 
Donnelly, industrial relations man- 
ager, have been elected vice-presi- 
dents of the General Petroleum 
Corporation, Los Angeles. V. A. 
Bellman, assistant to the president 
and director of marketing, has 
been named to succeed Mr. Sample 
as general sales manager. Mr. 
Bellman is succeeded by C. H. 
Wartman, assistant general sales 
manager. E. M. Gray, manager 
of automotive sales, has been pro- 
moted to manager of retail sales. 


Joins Diana Stores 


Maurice W. Nichols, former ad- 
vertising manager of the Ideal 
Women’s Group, New York, has 
been appointed manager of Diana 
Stores Corporation’s newly cre- 
ated mail order division in New 
York. 


WPIX Names Marlowe 


Harvey Marlowe, former ABC 
director and free lance television 
producer, has been appointed pro- 
gram manager of WPIX, the New 
York Daily News television sta- 


tion. 


buy, 


advertising | 
agency, Kuttner & Kuttner, Chi- | 
cago, decided to launch a five-| 


amazing dry | 


J 


— from an advertising standpoint, we 
mean, of course. 


If you can influence a man who influ- 
ences 100 others, you've gota bargain. 


That’ 


s the beauty, as an advertising 
of THE ROTARIAN, 


Its quarter-million subscribers are 
hand-picked leaders in their busi- 
nesses and in their communities. 


You couldn’t choose a better list 
of key men in over 4,000 com- 
munities in years of selective 
searching. 


Reach them and you unlock these 
4,000 communities to your ideas 
| and products. 
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Advertising Called 
Economic Waste 
by Ernst on Air 


NEW Yorn — Advertising was 
tagged as “economic waste” last 
week, with the government foot- 
ing the bill, in a broadcast of 
“America’s Town Meeting of the 
Air” on ABC. 

A questioner, identified only as 
Louis’ Berg, secretary to a ship- 
ping executive, asked Morris L. 
Ernst: “Isn’t it true that big 
business, by curtailing competi- 
tion, reduces economic waste— 
such as advertising?” 

Mr. Ernst, an attorney, a mem- 
ber of the President’s Committee 
on Civil Rights, and author of the 
pook, “The First Freedom,” which 
decried present trends in the 
ownership of newspapers (AA, 
March 11, 1946), replied: 

“J think that of the $3 billion 
spent in advertising last year— 
of which the government con- 
tributed a major part through tax 
deductions—most of the waste is 
in the big business sector.” 

There was a short burst of ap- 
plause from the audience in New 
York’s Town Hall, and no one 
argued the point. 


Cites General Electric 


Earlier, when Senator Joseph 
O’Mahoney of Wyoming was pre- 
senting reasons for chartering big 
business, and laying down legis- 
lative restrictions on its size, he 
cited General Electric Company, 
which the government has licensed 
to operate an atomic plant at Han- 
ford, Wash., and which also op- 
erates a plant in the Soviet Union. 

Joseph W. Frazer, president of 
Kaiser-Frazer Corporation, inter- 
posed: “That is an insinuation 
that General Electric might give 
information to Russia. I want to 
stand up for General Electric. . . 
Its integrity is beyond question... 
It is beyond belief that G-E would 
give atomic secrets away.” 

The senator said he didn’t in- 
tend to charge G-E with any such 
thing, but asked if Mr. Frazer 
knew that in 1936 G-E entered 
into an agreement with the Krupp 
Works of Germany to control pro- 
duction and price of tungsten car- 
bide. 


Schmidt Defends Legality 


Another protagonist, Dr. Emer- 
son Schmidt, manager of the Eco- 
nomic Research Department, U. S. 
hamber of Commerce, said that 
it was generally conceded that 
J. S. companies got more from the 
artel agreements than they gave, 
and he asserted that G-E had 
entered into no agreement with 
Krupp which it could not legally 
have entered into with another 
American corporation. 

But Senator O’Mahoney was ob- 
durate. G-E charged American 
Companies $450 a pound for tungs- 
ten carbide, he said, while Krupp 
sold it for $35 a pound in Ger- 
Many. 

At this point Charles Denny, 
moderator, interrupted to say that 
he wished “Phil Reed (Philip D. 
Reed) were here. He’s chairman 
of the board of General Electric 


. and one of our Town Hall 
trustees, . .” 


Vanette Elects Burnett 


‘ary and treasurer of the Pacific 
Ind: mnity Company of Los An- 
Seles in charge of its investment | 
°perations and general corporate | 
activities, has been elected a vice- 
pre ident and director of Vanette 
Hosiery Mills, Dallas. 


F. W. Burnett, formerly Paci 


“loin Promotes Evans | 
W. D. Evans, director of sales 
for Elgin American, Elgin, Ill., has 
fen appointed vice-president of 
‘€ company. Previously with the 
8 A. Sheaffer Company, Mr. 
vans joined Elgin American in 
fie lary, 1947, as head of the sales 
on. 


‘Sports Afield’ Linage 
Comparison Incorrect 


In the January record of maga- 
zine advertising linage (AA, Jan. 
19), Sports Afield advertising vol- 
ume for January, 1948, was shown 
correctly as 17,336 lines or 40.4 

pages, but this publication’s lin- 
age for the previous January was 
incorrectly shown as 28,634 lines. 
The actual figure for January, 
1947, was 18,278 lines, or 42.6 
pages. 

The incorrect ’47 linage figure 
for Sports Afield, carried into the 
total for all outdoor publications, 
distorted the °47 and ’48 compari- 
sons for this group. Instead of 
showing a loss, the seven outdoor 
publications reported on for Jan- 
uary had a slight increase over 
last year, carrying 90,504 lines in 
’48 as against 89,764 in 47. 


67 


Travers, executive vice-president 
and general manager. Mr. Trav- 
ers also is a director of Yankee 
and Mutual networks. 


board of directors of the network 
and of Mutual Broadcasting Sys- 
tem. Other officers are George 
Steffy, vice-president, and Linus 


Moyle Joins Welborn 


Ted Moyle, formerly an account 
executive of West-Marquis, Inc., 
Los Angeles, has joined Marion E. 
Welborn & Associates, Los An- 
geles, as assistant general man- 
ager. S & M Lamp Company, Los 
Angeles, manufacturer of auto- 
motive spot lights, fog lights, 
clearance lights and flood lights, 
has transferred its account from 
West-Marquis to the Welborn 
agency, with Mr. Moyle as account 
executive. 


Yankee Network Elects 


John Shepard III has been re- 
elected chairman of the board of 
directors and a consultant to the 
management of Yankee Network, 
Boston. Thomas F. O’Neil has 
been elected a vice-president of 
Yankee and a member of the 


Your SOURCE for complete — 
PREMIUM ~~ CONTEST operation 


Skilled manpower, am space, modern methods enable us 
to assume the full res sad ility of handling, servicing of all 
details connected with premiums and contests. Write for 
information. . - 
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There’s a lot more to it than this... 


WY $8 eC d radio station representatives 


and company 


In every business friendly personal relationships are a big help. 
But that’s only the beginning of the story ... there’s a lot more to it. 
You’ve probably noticed that the people who are most welcome 
in your own office are those who never waste your time... 
who talk your business and know what they’re talking about. 
Weed and Company representatives are like that. 
They sell a very good product—Spot Radio—one of the 
most precise and most profitable forms of modern advertising. 
They sell it right—for what it can do for you. 
Behind their ability are a number of qualities: experience, 
associations, persistence. Even more fundamental, perhaps, 
are plain hard work and the expert knowledge it gives. 
For these are the two factors that produce most of the results 
most of the time... the two factors that make 
Weed & Company service so valuable to any advertiser. 
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Luckies Double 
Magazine List 


New York—American Tobacco 
Company this spring will expand 
the magazine list for Lucky Strike 
cigarets from the present six to 
13, through Foote, Cone & Belding. 

For six months Lucky Strike 


The larger list, however, does, 
not mean a doubled or even a 
substantially increased expendi- 
ture in magazines. Insertions in 
the weeklies are being reduced 
from 26 and 24 to 13 annually. 
The monthlies will carry six and 
Look 13 insertions a year. 


No Plans for Other Media 


Advertising in the Test Stage 
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Hormel Schedules 
Mass and Class 
Tests for Soup 


AustTIn, Minn. — One thousand 


ee eee 
SS Spee 


Advertisin 
ham 


New J 
heme 


potatoes and will make 250 sery. 
ings of mashed potatoes, enough 
to supply an average family for a 
month. 

Hiddleston, Evans & Merrjj 
handles the account. 


Oppenheim and Neal 
Promoted by WINS 


magazine advertising has been| Prewar, Lucky Strike used as/|line copy, scheduled to run for a Charles Oppenheim, formerly Rece 

confined to six weeklies—Collier’s,| many as 90 magazines. month in Minneapolis and St. publicity director of Statioy | 
Life, Newsweek, The New Yorker,| No plans have been made for) Paul, is testing mass market ac- WINS, New York, has been name Upse 
. The Saturday Evening Post and|another summer newspaper cam-|ceptance for George A. Hormel & director of promotional activities Grou 

Time. Advertising in six monthlies | paign and, despite reports to the|Co.’s new onion soup. esl the beeen —, He wil] 

—Cosmopolitan, Good Housekeep-| contrary, Lucky Strike will not| Headlined: ‘“Expensive—and ee Pgs ek yd o ew Sales yc 
' ing, Ladies’ Home Journal, Mc-|end its long absence from outdoor | worth it,” the copy freely admits Promotion. Dick™j NEw 


2 gen 


Call’s, Redbook and Woman’s 
Home Companion—vwill be 
launched in April issues, and in 
Look in May. 


NEW JERSEY'S FOURTH LARGEST MARKET 
BAYONNE 
cannot be sold 
FROM THE OUTSIDE 


and... the TIMES alone 
can sell BAYONNE 


7/2 out of every 10 homes in Bayonne read 


THE BAYONNE TIMES, New Jersey's most 
concentrated circulation. Bayonne's close 


posters. 

Last fall, Lucky Strike spon- 
sored telecasts of football games, 
through N. W. Ayer & Son, but 
probably it will not use this 
medium for spring sports. Lucky 
continues to sponsor the Hit 
Parade and Jack Benny programs 
on NBC. 

American Tobacco has appointed 
M. H. Hackett Company to handle 
advertising of Herbert Tareyton 
cigarets. 


beans, dried fruit, candy, mac- 
aroni and spaghetti; Mort Green 
Enterprises, manufacturer of 


that Hormel makes its real French 
onion soup “in the old, lavish, 
devil-take-the-cost way,” and that 
it costs “more than twice the price 
of ordinary kinds.” 

In addition to the copy in the 
Minneapolis Star and Tribune and 
St. Paul Dispatch and Pioneer 
Press, the company has scheduled 
one ad in the Feb. 16 Time, its 
only national mass market mes-' 
sage. 

In order to test the appeal of 
the product to higher-income 


Distribution will be nationwide, 
and Batten, Barton, Durstine & 
Osborn, Minneapolis, agency han- 


“Nice-Cubes;” Pearson Candy 
Company, manufacturer of Whirls 
and hard candy; Hollyvogue Knit- 


dling the account, has established 
demonstration exhibits in stores 
| which are high-traffic spots. 


EXPENSIVE?7—Of course, says George 

A. Hormel & Co. in test copy boosting 

its new onion soup. It costs from two to 

three times as much as ordinary onion 

soup, but, says the newspaper copy, 
“it's worth it." 


Henri, Hurst & McDonald, Chi- 
cago, directs the account. 


OFFERS DRIED POTATOES 
FOR OVERSEAS SHIPMENT 


Sisson, with WINS since October fkroleum Ir 
1946, has been appointed promo-ffp,] 
tion manager. ; 

John Neal, previously produc. 
tion manager, has been named 
program director to succeed Jerry 
Danzig, who resigned to join the 
CBS television department. 


Adds Marta Cigars 


Marta Cigar Company, New 
York, has named Roy S. Durstine, 
Inc., New York, to handle its ae. 
count. A spot campaign for 
Tamps, one of its brands, in the 
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n Angeles office, has added the fol-| 7) > ew york P DT eteas line kick-off ad, and the company —_—_—- 0 
a 14% lowing new local accounts: Bud-|~\'© “ew *orker and sunset, 1 a) will use a total of about 12,000) Gets Fisheries Account G 
| THER PAPERS — get Pack, Inc., processor of dried separate drive. lines in each of the markets. harge of 


Massachusetts Fisheries Asso- 
ciation has named Chambers § 
Wiswell, Boston, to handle its pub- 
lic relations and promotional ac. 
tivities. 
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{Champlin to Head 
Wew API Drive; 
heme Switched 


Recent Cold Wave 
Upsets Plans; Coal 
Group Strikes Back 


Dia New Yorx—The American Pe- 
tober, Mtroleum Institute last week elected 
‘omo-HRalph Champlin, public relations 
jirector, Ethyl Corporation, as 
ot hairman of the committee super- 
Jerrymvising the oil industry’s public re- 
n thefations program, and _ simulta- 
neously announced a 25-state ad- 
ertising drive for its fuel oil 
onservation campaign. 
The controlling committee’s 
ame has been changed from Pub- 
ic Relations Operating Committee 
o Oil Industry Information Com- 
ittee. Working with Mr. Champ- 
in, as vice-chairmen, are H. L. 
urtis, Shell Oil Company, in 
harge of advertising; W. R. 
uber, Gulf Oil Corporation, in 
harge of the supply-demand con- 
servation program; George Frey- 
“ermuth, Esso Standard Oil Com- 
.Mpany, general publicity, and 
onger Reynolds, Standard Oil 
ompany of Indiana, industry re- 
mations. 


ner] 

tion 
amed 
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Council Plans Aid 


In addition to the 25-state co- 
bperative ads, advertisements will 


OME ee mun by individual companies. 

mAppeals have been sent out for 

se by civic clubs and on radio, 

mhe Advertising Council is pre- 

mparing advertisements, and book- 

ets, leaflets, envelope enclosures 

ete. [ind other literature are going out 
108 by mail and with oil deliveries. 

No mention is being made of 

_ Y. stallations in new homes, al- 


ough an API spokesman said 
e group would take a position 
hortly. In a booklet called “Cur- 
ent Facts on Petroleum Supply 
nd Demand,” API reports . that 
nstallations of oil burners for 
homes and small stores were esti- 
mated at 3,350,000 as of Sept. 30, 
947, as compared with 2,281,044 
t the end of 1946. On Dec. 31, 
941, there were about 2,402,060 
uch installations. 

The recent cold wave caused 
he switch in the API strategy. 
rst plans called for sending 
newspaper kit to companies in 
e few areas where demand was 
xcessive, 


Switches Magazine Copy 


The new plan for a five-week 
0-op campaign in every city over 
0,000 population in the 25 states 
S expected to cost $225,000. Copy 
anges from 600 to 1,000 lines, 
laced by Sullivan, Stauffer, Col- 
ell & Bayles. 
In addition, API’s magazine 
tive on the rivalry that makes 
America great (AA, Dec. 22) will 
© switched to include the con- 
ervation theme. 
The oil industry received little 
lp from the government. In 
ashington, Interior Secretary 
ulius Krug declared that new 
omeowners would be well ad- 
‘sed to stay away from gas and 
ll for the next three years. 
And the American Gas Associa- 
°n has promised contributors to 
‘ advertising war chest that no 
‘ention will be made of gas for 
“ating purposes. Currently 55% 
the U. S. population lives in 
ry + ante gas for home heating 
short. 
And although the American Gas 
“sociation is convinced that 
(thin two years pipe lines from 
© natural gas areas will have 
blved the problems gas companies 
°w face, the hard fact is that 
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the supply is critical for more 
than half of the population at the 
present time. 


Plugs for Coal 

But the Anthracite Institute, 
through J. Walter Thompson Com- 
pany, is running weekly 1,000-line 
ads in 35 cities on the East Coast 
as far south as Washington, 
through February. Copy will run 
bi-weekly thereafter. 

No punches are pulled in the 
copy. “The national shortage of 
other fuels may last three to five 
years,” it says. “But there’s no 
excuse for risking your family’s 
health in this frantic competition 
between over-demand and under- 
supply! No sir! Not when you 
can switch to the unbeatable com- 
bination of a modern automatic 
hard-coal stoker. . .” 

Although the shadow of Lewis 
and the United Mine Workers fell 
across the bituminous fields (he 
charged operators with violating 
provisions for a $50,000,000-a-year 
welfare fund) anthracite oper- 
ators could relax, since their con- 


tracts expire a month after those 
of the bituminous mines. 


AD COUNCIL RUSHES FUEL 
ADS TO NEWSPAPERS 

New Yorx—National advertis- 
ers have been advised by the Ad- 
vertising Council, in cooperation 
with the petroleum industry, that 
their support is needed in urging 
users of fuel oil in the East, Mid- 
west and South to employ all pos- 
sible conservation measures. 

Twelve advertisements, ranging 
up to 1,000 lines, prepared by Sul- 
livan, Stauffer, Colwell & Bayles, 
New York, volunteer agency on 
the drive, are being distributed 
to newspapers and radio adver- 
tisers. The four networks coop- 
erating in the council’s radio al- 
location plan also will carry mes- 
sages on the fuel oil emergency. 

Robert M. Gray, advertising 
manager of Esso Standard Oil 
Company, New York, is coordi- 
nator of the program and Henry C. 
Wehde Jr. is the council’s staff 
executive on the campaign. 


Reed Uses Magazines 
for Spring Shoe Lines 


E. P. Reed & Co., Rochester, N. Y., 
will promote Matrix and College- 
bred shoes for women beginning 
this month with a full color page 
for Matrix shoes in Harper’s Ba- 
zaar. This will be followed by a 
spread in a March issue of Life 
and a full page in the April issue 
of Vogue. 

Collegebred “Softies” will be 
promoted in quarter-page black 
and white insertions that will run 
in Harper’s Bazaar and Vogue 
from February through May. In 
addition, copy suggestions and 
mats will be available to dealers 
for tie-in promotions. Geyer, 
Newell & Ganger, New York, 
handles the account. 


Moves to Eagle-Lion 


William J. Heineman, general 
sales manager of the J. Arthur 
Rank division of Universal Pic- 
tures, has been appointed vice- 
president in charge of distribution 
of Eagle-Lion Films, Inc., New 
York. He remains a member of 
the board of directors of the J. 
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cn Rank organization in the 
U. S. 


Appoints Remiker 

G. Robert Remiker, formerly 
with Klau-Van Pietersom-Dunlap 
-Associates, Milwaukee, has joined 
Mark, Mautner & Berman Adver- 
tising, Milwaukee, as art director. 
The agency has been named to 
handle the advertising of the Wis- 
consin Apparel Association. 
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We are just plain embarrassed 
that one industry eluded us in 1947. We chased 
what would have been the 79th industry to begin 
operations in Memphis last year right across 

New Year’s Eve into 1948. Had we caught it in 
1947, that year’s total would have equaled the record 
year of 1946, which brought 79 new industries 

to this city. But the two-year record is none the less 
impressive—157 live and kicking new industries 

in 24 months is strong proof of the swift but healthy 
expansion of the diversified economy of Memphis 

. .. BUY-FOCAL point of a billion and one-half 
dollar market. 


Be sure your schedule includes MEMPHIS. 


Memphis Press-Scimitar 
The Commercial Appeal 
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Collings Joins Midland 


Earl Collings, formerly account 
executive of Jewell F. Stevens Ad- 
vertising Agency, has joined Mid- 
land Advertising Agency, Chicago, 
in a similar capacity. 


Names Haas A.M. 


Elmer J. Haas Jr. has been 
named advertising manager of the 
National Band & Tag Company, 
Newport, Ky. 


| DISPLAY 
PIECES 


Plastic lamination gives 
deep color perception and 
intensifies your print 


YOUR OWN MAGAZINE reprints laminated 
between Plastic and Gypsum—with an easel 
and hanger attached. Also available in wood 
and imitation wood backgrounds. 

TIES-IN your current magazine advertising 
at your point-of-sale. ! 
DURABLE—Can be wiped clean with a damp 
cloth. No warping—no curling—no soiling. 


aaah 


Complete facilities for fabricating a 
wide variety of point-of-sale displays. 


RANGER-TENNERE, 


East 32nd St, New York ¥. 


—— MUrray Hill 33-9803 
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Slidetilm Slick, 
No Gong, No Click, 
Q Claims Trick 


New YorK—For the many ad- 
men who have twitched rhythmic- 
ally at the assorted gongs, clicks, 
beeps, burps and hiccups of slide- 
films, a company last week prom- 
ised a low-cost device which will 
eliminate the sound effects when 
a slide is switched. 

Silent Q Associates, 500 5th Ave., 
said it has two versions of the de- 
vice, one manual and one auto- 
matic. In the manually-operated 
version, only the operator hears the 
signal; in the automatic version, no 
one hears it. 

The company claims that any 
standard projector can be fitted 
with the devices, quickly and 
without tools. 


NY Newspapers’ Linage 
Slips in January 

Advertising linage in New York 
City newspapers was 10,548,695 
during January, 1948, a decrease 
of 1.58%, compared with a total 
of 10,718,210 lines for the same 
period in 1947, according to an 
analysis by Media Records. Gains 
were reported for automotive ad- 
vertising, up 87.09%, and retail, 
up 0.6%, while losses reported 
were: classified, down 12.67%; 


financial, 6.64%, and _ general, 
3.49%. 
Airs New Auto Show 


The Automobile Manufacturers 
Association, Detroit, is sponsoring 
a series of 15-minute transcribed 
radio programs, “Report from the 
Auto Industry,” on 43. stations. 
The theme of the broadcasts is 
“What 1948 holds for the auto- 
motive industry.” Interviews with 
industry leaders are handled by 
Frank Mitchell, automotive re- 
porter for Station WJR, Detroit. 


NEW YORK 


RIDDER-JOHNS, INC. : 


Will She Buy YOUR BRAND In St. Paul? 


St. Paul Shoppers BUY by BRAND®*. Repetitive 
brand sales result from repetitive advertising ... 
in the ST. PAUL DISPATCH-PIONEER PRESS 
which blankets the St. 


St. Paul is buying more and more. Federal Reserve 
Index shows St. Paul Department Store Sales as 
leading the Nation in increases for the first six 
months of this year over last year. 


*FREE—The “1947 Dispatch-Pioneer Press Con- 
sumer Analysis of the St. Paul Market.” 
this 176-page book showing the brand preferences 

of 3,000 families for 1,536 products, 


42 Madison Ave. Wrigley Bidg 


Paul half of the 9th Market. 


Write for 


DETROIT $T. PAUL 
Penobscot Bldg. Dispatch Bidg. 
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Population Gain 
ls Biggest Market 
Factor, Wood Says 


Cuicaco—The most significant 
factor in the marketing picture is 
the recent tremendous growth in 
the U. S. population, reversing a 
trend which had been in effect for 
the previous decade, Gen. Robert 
E. Wood, chairman of the board 
of Sears, Roebuck & Co., believes. 
In recent discussions regarding 
the business outlook, in which he 
believes favorable factors out- 
weigh the unfavorable, Gen. Wood 
suggested that not enough atten- 
tion has been paid to the impor- 
tance of the rapid increase since 
1940 in the rate of growth and 
the absolute growth of the popu- 
lation. 

“During the decade 1930 to 
1940,” he continued, “the popula- 
tion of the United States increased 
8,900,000, or an average of 890,- 
000 per year. There was little im- 
migration, and in 1933 the birth 
rate reached the all-time low of 
16.6 per thousand. There were 
2,081,000 births in 1933, as con- 
trasted with 3,900,000 in 1943. Our 
natural increase, excess of births 
over deaths, averaged less than 
800,000 a year in the decade 1930 
to 1940. 


Birth Rate Rises 


“Beginning in 1940, the birth 
rate began to climb. The excess 
of births over deaths in 1941 rose 
from 933,000 in 1940 to 2,400,000 
in 1947. If we add to these figures 
immigration, legal and illegal, our 
population probably has increased 
by over 13,000,000 in the past eight 
years; we will probably add over 
4,000,000 more in the next two 
years. 

“It is probable that the birth 
rate will decline from the high 
figures of 1947, but it is also prob- 
able that the census of 1950 will 
show an increase of 17 to 18 mil- 
lion for the 10 years, or a total 
of 150,000,000. 

“If you can project the con- 
sumptive needs of 17,000,000 new 
people, with the highest standard 
of living in the world, a popula- 
tion greater than that of Sweden, 
Denmark, Norway and Holland 
combined, you can realize the 
effect on our domestic markets, on 
our manufacturers, our distribu- 
tors and our farmers. This new 
population is a factor now; it will 
become greater in the next 10 
years.” 

Other favorable factors empha- 
sized by Gen. Wood in his analysis 
of the marketing picture are the 
greatly improved position of the 
farmer; the still unsatisfied de- 
mand for durable goods resulting 
from war shortages; and the rapid 
industrial expansion of the South- 
east, Southwest and Pacific Coast 
areas. The chief hazard he sees 
ahead is the readjustment of prices 
which will probably come about 
within the next year or two, but if 
they are made piecemeal, rather 
than all at once, business should 
be able to make the transition 
successfully. 


Two Join Freystadt 


Charles E. Ballard, former ad- 
vertising manager of A. Schrader’s 
Son, New York, and Charles C. 
Walter, formerly with David D. 
Doniger, New York, have been 
| appointed secretary and treasurer, 
| respectively, of E. M. Freystadt 
Associates, New York. 


Reisner Names Ferguson 


W. H. Reisner Mfg. Company, 
Hagerstown, Md., has appointed 
Courtland D. Ferguson, _Inc., 
| Washington, Baltimore and Rich- 
/mond, to handle advertising for 
| special coils, relays and king min- 
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Keep Your Iron and Steel Scrap Moving 
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PRODUCTION SPUR—General Motors 
Corp. started a special ad campaign, 
including this newspaper starter, to 
stress the importance of scrap steel and 
iron and explain why it is needed for 
“full production and high employment." 
It appeals to the public as well as its 
own workers, dealers and divisions. 


Boettiger Resigns 

a = = « 
as ‘Times’ Editor 
PHoENtx—John Boettiger, editor 
and publisher of the Arizona 
Times, last week resigned both 
positions to devote his time to 
other matters, the nature of which 
he did not disclose. 
Full control of the paper went 
to his wife, Anna, daughter of the 
late President Roosevelt, who has 
been associate editor since the 
daily was started last May 1. 


Appoints Gordon; 
Sells ‘Telegraph’ 


Arthur J. Gordon, business man- 
ager of the Syracuse Post-Stand- 


been sold to S. I 


tinue to head the daily. 


don as business manager. 


ard, has been appointed general 
manager of the Evening Tele- 
graph, Harrisburg, Pa., which has 
Newhouse, 
owner of a group of newspapers 
in New York and New Jersey. 
Albert H. Stackpole, publisher of 
the Evening Telegraph, will con- 


Henry H. Keller, advertising di- 
rector of the Post-Standard, has 
been named to succeed Mr. Gor- 
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EMIL M. SCHOLZ 

New YorkK—Emil M. Scholz, ¢¢ 
a founder and president since its 
formation in 1920 of the Wor, 
Wide Advertising Corporatio, 
died Jan. 31 at his home here. ’ 

Throughout the period of the 
first world war Mr. Scholz wa; 
publisher of the New York yp. 
ning Post and The Nation. Bp. 
ginning his journalistic career j, 
1896, he was associated with the 
Chicago Herald, News and Pos, 
He was assistant manager of the 
Philadelphia Press, assistant pub. 
lisher of the Chicago Record Her. 
ald, and publisher of the Pitts. 
burgh Post & Sun. 


ALBERT E. MUNN 


Cuicaco—Albert E. Munn, ar. 
count executive with J. Walte 
Thompson Company since 1942 
died suddenly at St. Luke’s Ho;. 
pital here Jan. 15. 

Mr. Munn came to Chicago fron 
Freeport, Ill., to enter the agency 
field 30 years ago. He was treas. 
urer of Collins, Kirk, Inc., befor 
that agency dissolved in 1931, ang 
then served with Blackett-Sample. 
Hummert for seven years befor 
joining JWT. 


E. G. BENSON 

PRINCETON, N. J.— Edward G. 
Benson, 42, associate director oj 
the Gallup Poll for the past 1) 
years, died at his home here Feb, 
2. Mr. Benson, who is a brother. 
in-law of George Gallup, director 
of the poll, was in charge of all 
statistical work for the organiza- 
tion. 


Sterling Names Leonard 


Jack Leonard, formerly with 
Universal Pictures Corporation, 
Hellywood, has been appointed 
art director of Sterling Product: 
International, Newark, N. J. 


EXPORT 
TRADE & SHIPPER 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


(> THE LEADING WEEKLY @ 


for marine insurance companies 
steamship lines, export publications 
and other advertisers having services 
to sell to American exporters. 


Get ALL FOUR at 


$$ 


|now nets. 


ALLART! 


Choose the best possible medium of 
reproduction for each individual job! 
ALLART offers you your choice of qua’) 
reproduction on point-of-purchase 
advertising, car cards, twenty-four 

and three-sheet posters ! 

Ask our representative to call! 


COALLART convoration 


The key organization in the Allart Graphic Group » 234 North Broadway, Milwaukee 2, Wiscons# 
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Advertising Age, February 9, 1948 


America Needs 
‘Big Business, 
Pendray Asserts 


New YorK—Bigness in business 
“gives the public a kind of special 
security—in peace and war— 
which small business could hardly 
provide,” G. Edward Pendray, 
public relations consultant, told 
the fifth national conference of 
public relations executives, spon- 
sored by the National Association 
of Manufacturers, here last week. 

Among advantages of “bigness” 
he listed the ability to tackle big 
jobs effectively, and through 
mechanization to reduce unit costs, 
stabilize employment, and con- 
duct continuous research. 

Also, “A bigness creates new 
opportunities, not only for spe- 
cialists like research men, mar- 
keters, statisticians and managers, 
but also for small business men. 
Big companies . . . make oppor- 
tunity for innumerable small busi- 
nesses which otherwise would 
have no reason to exist.” 


“Most Effective Device’ 


Mr. Pendray called the modern 
corporation “the most effective 
device in existence for bringing 
together the required amounts of 
capital, ideas, tools, raw materials 
and human energy for the pro- 
duction of products and services 
which human beings require.” 

He emphasized the “extreme re- 
sponsibility” of the public rela- 
tions man’s job in a big or grow- 
ing company. 

“Readable writing is good writ- 
ing,’ Robert Gunning, head of 
Robert Gunning Associates, Co- 
lumbus, O., and “Readable News 
Reports,” told the conference, em- 
phasizing: “Don’t for one moment 
write down.” 


White Plains Plans 
‘Greenfield’ Test 


on Brand Names 


New York—White Plains, N. Y., 
is the first community to schedule 
an intensive educational program 
patterned on the Greenfield proj- 
ect, according to Henry E. Abt, 
president of the Brand Names 
Foundation. 

The city will hold a 10-day 
“Parade of Progress” program in 
May, built around the slogan, “The 
Best in the Land When You Buy 
by Brand.” Plans call for par- 
ticipation by all civic organiza- 
tions as well as business firms. 
Window display contests, news- 
paper and radio advertising con- 
tests, a consumer school, style 
show, contests for younger chil- 
dren, auto show, displays by local 
industry and demonstrations by 
municipal agencies are included in 
the activities. 

The community’s project will 
be patterned to a large extent on 
the manual, “How Greenfield Did 
It,” and the documentary sound 
motion picture, “It Happened in 
Greenfield,” which Brand Names 
Foundation has prepared. 

In addition to White Plains, 
business groups in many other 
towns are currently studying the 
Greenfield manual and sound film 
with a view to organizing a “Pa- 
rade of Progress” program in their 
Own towns. 


Breaks Royal Drive 
J. S. Rubber Company’s 1948 
Campaign for its Royal Air Ride 
ure broke last week with ads in 
°0 newspapers. Magazine copy 
for the product will begin late 
this month in Collier’s, Time, and 
e Saturday Evening Post. 
mpbell-Ewald Company is han- 
‘ng the advertising, which will 
clude outdoor. 


Last Minute News Flashes 


P&G Starts Name Contest for Camay 

CrncinnaTI — Procter & Gamble Company will launch a “Name- 
the-Girl-on-the-Wrapper” contest for Camay toilet soap Feb. 16 in 
its regular media list, which includes more than 15 national maga- 
zines and newspaper supplements. The contest announcements also 
will be carried on Camay’s “Pepper Young’s Family” NBC program. 
Cash prizes will be offered to winning consumers and prizes, includ- 
ing a new Chevrolet and various size Philco radio combinations, will 
be offered to dealers whose customers have won a prize. Pedlar & 
Ryan, New York, is in charge. Shasta, P&G’s new shampoo, has 
expanded distribution to Canada. The Shasta agency is Dancer- 
Fitzgerald-Sample, New York. 


Pepsi-Cola Aims High in ‘Treasure’ Contests 

Lone IsLAND Crry — Pepsi-Cola Company has shipped 80,000,000 
entry blanks for its “Treasure Top Sweepstakes” contests, to be dis- 
tributed by 800,000 retail outlets—and plans to issue more of them. 
Some 3,000,000 handbills on the “Treasure Pouch” also are being dis- 
tributed to high school students. Pepsi-Cola is reported to be “satis- 
fied” with first-month response to the $203,725 contest campaign, 
through Newell-Emmett Company, despite delayed shipments of 
point-of-sale promotion material, due to the eastern snow storms. 


General Foods Launches ‘Bliss’ Coffee 

New YorK—Bliss coffee, a brand said to be the cheapest vacuum- 
packed coffee on the market, is being launched nationally by General 
Foods Corporation with 1,000-line ads in The American Weekly 
Feb. 8, and the same space scheduled in 102 newspapers, running 
until April 1. The brand will be introduced with a 15-cent coupon 
offer, and wholesalers will get Bliss for 5 cents a can less than Max- 
well House. Benton & Bowles is the agency. 


IT&T Begins Institutional Campaign 


New YorKk—International Telephone & Telegraph Corporation has 


' launched an institutional campaign to run during 1948 based on the 


theme of world understanding through world communications. The 
schedule includes pages in American and Foreign Service Journal, 
Army-Navy Journal, Journal of Commerce, Marine Corps Gazette, 
Newsweek, Time, U. S. Naval Institute Proceedings, U. S. News World 
Report and Wall Street Journal. All ads contain a quote from the 
IT&T annual report. Ruthrauff & Ryan is the agency. 


Kleinert Rubber Schedules Biggest Campaign 

New Yorxk—I. B. Kleinert Rubber Company plans the largest ad- 
vertising appropriation in the company’s history, with a schedule 
including about 23 magazines. Kleinert is reversing its previous prac- 
tice, and will not be absent from magazines during the slow summer 
months and December. Federal Advertising Agency has the account. 


GF Makes New Money-Back Offer on Hot Cereal 


New Yorx—General Foods will run two-color pages in’ Life Feb. | 


9, 16, 23, and March 8 on Post’s Grape-Nuts Wheat Meal, in which 
customers are asked to buy a box, send in the top with a letter telling 
whether they liked it, and get a refund in any event. The offer is 
being promoted on the “Portia Faces Life’ CBS serial. Young & 
Rubicam is the agency. 


Weir Adds to FR Corp. Account 

New YorK—FR Corporation has named Walter Weir, Inc., to handle 
advertising for its photographic supplies, formerly placed through 
Norman B. Mack, Inc. The Weir agency previously had FR’s dental 
supplies. 


Bigelow-Sanford Plans Magazine Drive 

New YorK—Bigelow-Sanford Carpet Company, through Young & 
Rubicam, has scheduled a $887,000 magazine campaign for 1948. Some 
12 national magazines are to be used in the drive, which is set to 
break in March. 


Cudahy Breaks 
New Promotion 
for Canned Meat . 


gravies without lumps, mixes 
cream sauces, salad dressings and 
milk shakes.” 

The kick-off advertisements ran 
500 lines and follow-up insertions 
are scheduled weekly through the 
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FEATURES TRADEMARK—Pennsylvania 
Rubber Co., Jeannette, Pa., began a 
new campaign with this black and yel- 
low bleed page in the Feb. 7 Satur- 
day Evening Post. New feature of the 
series is the keystone trademark-shaped 
outline for the illustrations. D'Arcy Ad- 
vertising Co., Cleveland office, handles 
the account. 


New Hooperatings 
Are Due in April 


New Yorx—C. E. Hooper said 
last week that he will release the 
U. S. Hooperatings—a measure- 
ment designed to cover network 
radio listenership throughout the 
entire country—in April. 

To obtain this rating which will 
show how a radio show is faring 
with city, town and rural listen- 
ers, Mr. Hooper will combine the 
telephone coincidental method, by 
adding an extra question to his 
regular telephone interviews, and 
the diary technique. Some 4,800 
homes, selected on the basis of 
radio home population, have been 
asked to keep diaries during Jan- 


Cuicaco—Cudahy Packing Com- 
pany here last week broke its 
canned meat drive in newspapers 
in more than 100 cities, with copy 
ranging from 100 to 300 lines. 

While neither Cudahy nor its 
agency (Grant Advertising) would 
discuss details, AA learned that 
the drive will feature a separate 
canned meat product each month, 
with beef and gravy the first item 
advertised. The bulk of the weekly 
newspaper schedule will run in 
southern and western states, 
where sales are heaviest. 

West Coast magazines, includ- 
ing Family Circle, Sunset and 
Western Family, also will carry 
copy boosting the meat product of 
the month. 

In addition, the company is 
making a six-market test for its 
canned meat and spaghetti. Three 
hundred line advertisements broke 
Jan. 20 in newspapers in Chatta- 
nooga, Denver, Mobile, Omaha, 
Rockford and Youngstown, O. 

Copy carried a premium offer 
of a Smoothie all-purpose alumi- 
num mixer, for 25 cents and the 
label from a meat and spaghetti 
can. The mixer, a measuring cup 
with a spoon-measure top, “blends 


five-week test. 


House Votes Funds for 
Advertising Liaison Unit 


The House Wednesday voted 
$45,000 to maintain a seven-man 
advertising and motion picture 
liaison staff in the White House 
offices of Presidential assistant 
John Steelman. The unit, headed 
by John Gibson, is the residue of 
the vast wartime OWI, which 
channeled government informa- 
tion needs to the Advertising 
Council and similar media con- 
tacts. It is currently housed in 
the Office of Government Reports, 
an agency which is to be liqui- 
dated on June 30. 


Exempt Recorded Shows 
From AFM Edict 


| Network recorded shows such 
|}as Bing Crosby (ABC), Informa- 
| tion Please (MBS) and Abbott & 
|Costello (ABC) may continue 
'making transcriptions during the 
'60-day period for which the 
American Federation of Musicians 
extended its contract with broad- 
casters. Thus these one-time 
broadcast records will be ex- 
empted from the recording ban 


this year by the union. 


uary and February. 
Checks ‘All’ Radio Sets 


U. S. Hooperatings, to be released 
|three times annually according to 
present plans, are designed to 
cover audiences in areas not 
reached by the telephone inter- 
views and the multiple set audi- 
ence. Telephone interviews will 
ask the person Who answers the 
phone not only what program he 
is listening to, but what program 
someone else in the family may 
be listening to on another set. 
Each home covered in the survey 
will receive three diaries to en- 
able the family to indicate if 
mother, father and junior have 
their radios tuned to different net- 
work shows. 

Advertisers who are Hooper 
subscribers will not be charged an 
additional fee for this service, but 
rates for agencies and networks 
will be worked out later. 


ITU Controversy 
Still Widespread; 
Summons Ignored 


INDIANAPOLIS — Counsel for the 
International Typographical Union 
have asked Judge Luther M. Swy- 
gert of federal court here to dis- 
miss the National Labor Relations 
Board’s suit for an_ injuction 
against the ITU. 

The court has scheduled a hear- 
ing for today (Feb. 9) on the suit, 
which charges the ITU’s officers 
with violation of the Taft-Hartley 
Act. 

Union attorneys asked the court 
Feb. 2 to rule that under the Na- 
tional Labor Relations Act a fed- 
eral court can grant only tem- 
porary relief to petitioners and 
cannot make a final finding of 
fact. 

They also contended that the 
Taft-Hartley law is unconstitu- 
tional because “it is repugnant to 
the due process clause” of the 
Constitution. 

The Portland Journal and Ore- 
gonian announced they have 
agreed to increase their printers’ 
wages $14.50 a week (to $90 days 
and $95 nights) and to continue 
conditions of the old union con- 
tract to the extent permitted by 
state and federal laws. 


Do Not Appear at Hearing 


In New York last week, ITU 
officials did not appear at an 
NLRB hearing on complaints filed 
against it and affiliated locals, de- 
spite the fact subpoenas were is- 
sued calling for them to produce 
union records relating to alleged 
“advice” on methods of retaining 
the closed shop. The NLRB will 
ask the federal court in New York 
to enforce the subpoena. 

Two new NLRB complaints 
were filed in New York against 
ITU locals in St. Louis and New- 
ark. They will probably be con- 
solidated with the other com- 
plaints now under consideration. 

In Washington, Robert N. Den- 
ham, NLRB general counsel, filed 
a list of 45 instances in which he 
charged the ITU refuses to bar- 
gain with newspapers. 

In Indianapolis, where the ITU’s 
headquarters are located, Local 
No. 1 of the ITU voted two-to- 
one to oppose Woodruff Randolph, 
ITU president, in next May’s elec- 
tion meeting. The local voted 
money, however, to help striking 
newspaper printers in Chicago. 


CBS Income Up in ‘47 
Columbia Broadcasting System’s 
net income for 1947—$5,920,100— 
|} increased slightly over the 1946 
figure of $5,795,900. The figures 


Mr. Hooper emphasized the U.| Were made public in the annual 
S. Hooperatings, which will ian | Sees report to aa 
clude sponsored network shows | W,0S¢, carnings per share were 
carried on more than 100 stations | egg thong last year, against $3.37 
and covering all major geograph-| [ncreased earnings came from 
ical areas of the country, will sup-| the company’s broadcasting op- 
plement and not supplant his | erations—$4,504,300—against $3,- 
semi-monthly program Hooper- | 915,700 for 1946. Earnings from 
atings, based on a 36-city sample. | record manufacturing dropped to 

| $1,415,800 from $1,880,200. A 
CBS spokesman attributed this 
decline to heavy recording ex- 
penses during the last months of 
1947 when Columbia staged round- 

Robert D. Levitt, general man-|the-clock recording sessions in 
ager of promotion for The Ameri-| preparation for the AFM ban. 
can goes Puck —the Comic} acdiseaianenasenibaatinaii 
Weekly and Pictorial Review, has : : 
been appointed director of Hearst | MPpoints Reimers 
Promotion Enterprises, New York, | y - wit h b my & Co, New 
a newly established unit that will | RO which broke with Young & 
coordinate and integrate promo- | ot a yh woolens account, 
tion activities of the newspapers, | #!ter being brought by Y&R into 

consumer advertising after 80 


magazines, syndicate news serv-| ; : 
& » SY years’ abstinence, has named Carl 


ice, radio stations and other com- Rei C N 
ponents of the Hearst organiza-|*¢!mers Company, New York, to 
handle the woolens account. 


tion. He will continue his duties 
as general manager. 


Levitt Named Director 
of Hearst Division 


Hymes Leaves Biow 
John D. Hymes, who has been 


NBC Shifts Smith | with the Biow Company, New 


NBC announced Wednesday) York, since 1945, has resigned as 
that Carleton D. Smith, general! radio and television business man- 
manager of Station WRC and tele-| ager. Formerly associated with 
vision station WNBW, Washing-|CBS and WNEW, New York, Mr. 


clamped down on the industry | York in March as manager of the | plans. 


ton, D. C., will transfer to New| Hymes did not reveal his future 


No replacement has been 


NBC television department. 'announced at Biow. 
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*National Retail Dry Goods Association 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


> 


For a sample of Fairchild coverage of a big story, con- 
sider the 37th N.R.D.G.A. convention which engulfed 
New York's Hotel Pennsylvania January 12-16 — the 
annual conclave of Who's Who in retailing. 


Fairchild has reported every convention in N.R.D.G.A. 
history, so Fairchild editors, news hawks and mechani- 
cal departments just took the job in stride. 


City Editor Sam Levine of WOMEN'S WEAR DAILY set 
up an on-the-spot command post, with seven reporters 
and a staff photographer. DAILY NEWS RECORD and 
RETAILING HOME FURNISHINGS each assigned two 
staff writers, making a total of 11 Fairchild retail-minded 
reporters to cover 162 scheduled business outlook 


Fairchild Business Papers 

— Serving Big Business with 

a Faster News Tempo... The 
new Fairchild Building adds 
125,000 feet of space to 

our publishing plant — 
equips us for a better job 

of reader service. 


FAIRCHILD BUSINESS PAPERS ... SERVING BIG BUSINESS 


speeches in five crowded days of discussion meetings, 
panels and group conferences — to soak up back- 
ground and interview merchandising's key men from 
48 states. 


Two special wires cut down deadline distance to the 
Fairchild home office only a mile downtown. Extra 
telegraph operators and relays of copy messengers ex- 
pedited the news flow. WOMEN’S WEAR DAILY alone 
published 119 columns of significant convention news. 


Fairchild news men worked in pairs to assure complete 
accurate coverage. No wonder Fairchild Business 
Papers are business bibles for the prime ministers of 
commerce — both at conventions and back home. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 


Vol. 19, 
——_—————— 
 ——_— 

Babe 
ously oO 
now wi 


Judging 
the pitc 


Glady 
says sh 
that Jc 
wareho' 
thought 
strange! 
for. 


. oo 
drinkin 
helping 
And th 
many r 
coming 


Some 
learned 
story oO 
heart t 
a daily 
reconci. 


Wom 
wonder 
new lo 
long e1 
the old 


I 

Need 
publish 
total bi 
contrib 
sharing 


“We 
living 
says N 
poratio 
milk. 

Abot 
really 


forgott 


big le 
trainir 


Sow 
home 
Sively 
just a 
Velopr 


Tod 
May | 
himse 
is wr 
kc oks 
matte 


2 i a a ja 
Sag pa Nee Oe ee Oe bam I er ho 
we eae ae ESOC A ak aes SA fone Reaohe gira ee a aig 
i Saige or Ae oh ae ss Sot f Prot sz8 es o Ni SR Berg re Tipe RT Oe eee tte aa « Oe Yee | see. To OE i 
i. nae Bet ee See eats PS Res ara a ge STOR Aaa thy: Ma seein sh goo. 
oe tat i he cs We Ee ate ork a nee ee Saree ‘= ae, = ee eee M tS ae ae as + 
x poe iee 2 Pros hs shinee sae =e) _ Sey ie hte es at Sasi ie etd healt? OETE, Panaihende’ soit 4 — 
oe ea eer ee Bere a ee ee fs estar at, ke es iter Tags pe SN LENSE hs IA ae a ll t vei Re yh ee LC ah ga a: Sa 
; F ae pe hegres ee Ta eral ee Gi P ae ee *, 3 Reco Nd ogres hae “oe ORs aaa It PO URSA Sb hse _ ee 
- ; +3 MED 2AM iy ooh Ge eae wae eves Bie =e li a Pe sen ee eee sey SR ee nae et ee EE a ey te ee se +t. 
: —— ‘ - Si cee teem sag } é, Sac RAN BIOL A Sie epee A 5 cea ae, Gti ight get te 3 ge te OM My ree 
~~ Soo ms m aay nen rae. its os Sages ye ce. Soe ss, rise a i Tea i a eC a ea a oa an ee ee Coca aceuaaiee ae es! aa ae 5. CMV 
eee an ep ie nt tga Pa air Bese are ts oe oe Parsee + ele alae Pi i Ca hae ee ae wer bea Babak " Pa 
T ates — —a 25 SR, A RE, ee a erage ge Pee ee ae te 2 Oats Soy BN farce ciokel —— ne ¥ y is (Se oe = 
, aR ore ; a Serer no Dies oer eats i ae ae 7 he ba Syl eres 
4 oe ee SS en Ta Baten Pesce Ue ay ¢ risa “<a Ba’. tc , ‘ ao 
- ‘ 2 ¥ aS ss ee ys 
ca: eS 
N 
%. 
i 
: 
« 
} p P U | 
; 4 
I. Pa ea eR S28 - E ( 
t 3 hear natn co a sy e 
u al serena sane f 
— = i DE 
wee asst Bees. | a Retecreacc: eee Sousa aS 
ee Se “SIRS Sco ae ae ea 
_ < F Sete “23 meres ee Serotec ei a a 
4 cg aaa Sa ene SS Sea sg SY Y 
7 Bias ttre Baya i Es See eee a 
» { Bee eee — 
j SOE SRE BRS arene te os peneeecaeenes 
* ee a ise ey Bs > eee eee Eg 
DS Sie oe .  00Cté=<«iR Batre cso 
bh ee Sn eee 
i ee SSeS — Be ae Ok Se oe 
Se TERR TS SOR [SRS ie 
{ ae, ee ge esr “Sa 
PEE iy RO Spee Bie 
7 See we ae 3. we See 3 Re Remeses 
— e Bie Si eee a Ro 
i Of Se ee SS  — 
: ie iby Ss Pe oe t _ Sees 
: RG RR Rg eT SR aaa oS Re acct te 
te Oe SE BOR a 
ees Sete: me EES sce 
: gs ae Rs Be en Se A ea NN 
1 HE > hy canara 
Sa a SN ee a oe sani 
Bren Be. SS aen R pets = Sey So gaia ss 
sf 5. a as a Shad fone a 
: ° | Seer ee ae = Sines Ses te Spe Mn. Seta a 3 gt 
j j OU: Sean Bhd: oS SS Ny < aaa Done 
‘ ee RA Beak og ate ae See 
: Sones = Saas Mie 3 Sass ot Seer os 
i : ponaee Sekt hg es i: © 2a 
: Bon} ee re: ies ie: : a Le a a ) 
: 8 EE Bone = ge Bett i es Be 
| ON" ie: = vig Bee Bes : PaaS ESE he a pee Z 
: ee PRS he FR I, ae ae at ae ne Sipe ca 
: a Pesne aaCe tie si 88 Sea a3 ie Bt 
ras Eee Bia he, Bs Re. sia se 
‘ 3 eR ee aE. $v 23a cae a 
| : & Ber S Ge ‘ier 
; , ze are Sea Ress, ‘Sees 
¥.> iy ety s es —e : feel Re : ewe 
: sehes Fe oes ae ae ae ete * Perna : 
: a Baittendy feng. 8 ng Beer ae 
oe } en i aa aS Se ie 
: : ’ . : a ta ¥ a sae 
’ 4 Sore Saxe 3 Roan 5. Gl eS ae ae 3 
; == oer 
one per tose Res BME 5 ete ee 5) 3 
pero eo ee: Bes Cr OR ee ee Na Be a aN Sa SR en, tat RR : 
. a ae s ee eetnareene 26 Ge oa ea OY aimee te Ye vok eis H 
> ice a ‘ eee sts Bis sige : Se SU iit: Ste Ss ie: ea og PRPS Wika he Sole 3 
: ogee : ae Sh. 2a alee Ye SS RR accra Re Se cc 3 
me ae : Scena Rs > Seca Se as EES Fes co eS See rr eee AG a & 
: Rae: is Soe en 7a Se pes BS ies Case Oe BR Beene a Bees a: : 
sar ance 3 Sa ae RSs ae pth 4 aren Se Ue eae Kees ase PGi Dea cap % 
: ae a SSane eo or eae a See SRR ain OS Ot see Meco ee be 
aera ae Bape 2) oe R iad : panies fo: anne. oe Rana o pee ra ae ir a a a 
j ae Ba ae Be Se ae ER a aaa 1 RMN ec Sa : 
; a Ree — Bataan es Be aa oo : 
| : : ee Cacao =e i. Bass 4 DONE Ry Sa Re Rae ok eased eee ies 3 
‘ ER eee is Ses poms. ee eee: ets SE eae Siti SEAR SRS Ss eae x 
; 3 gas uate ea ‘ 2 SE E 3 sa See HERES be ee 3 er Hae be RE % 
: i Be sca se ea ee ee i, Soper eee nes SE ae | ne ee 
: e ipa Sees Saar : eee ee i See + Sea Ss 1 a : 2 ten : 
: Re es ” Se Be ig Sh eee oa lta ee ae rs } 
“4 Rs ear ots pe aie See Se ae RARE coca . pe epee ae. e - 
{ ee pe one Ss. eae a Soe aoa a % vo Be €, % 
: Sy es pa ee ae ‘3 2 ee : : 
‘ Re SS ie a , are gy 
1 Ree PS ee: SE Ghee se ae Fes Bish 
ie a Bo 2 ee pee, po OREN ea 7 aes 
‘ae ee Sees se a 3 Be 
: Soa aa bi : aes Ci aaa ¥ . 
SA aa ee ee i 7 ee 1 SE 
: LOS SIS ee “3 e ry ae eae = SERS a a 
eer a Betis eon 4 8 oo) eee a ‘ oe 2 ie Geert 2 
bse a Ba a “MER ; Pies e 3 seg ee ee eee re a. 
‘ ~ 3 eee. Be Cee RR > See” cd fos : me 9 a aaa oe “s 
ae: Seapaearn «Riso male ee a Fie Paes eae as alae is aes ere co ee 
i ae eS : Per Bins, apa re ds eee 
, = ae Bee es EC eae (RE rae ORES ‘om 
: a a e aan, : : Netres ay mie eee Tine. : 
- i siaalae % <<, Je a Be Me. ‘ ee: 2 
SS ee aR With, So Rete Sais es : 1 ‘ 
‘, Sg eons See ee ee, es ee ’ re oe ; 7 x 
; sealer Ge ee eee pe. wet. pers atic at ck: Gitte pS, 
. Pasig is Be cen Seem See Rt eee Cie rie nS ee yes pila 
7 : : Be Sa hes SS SSeS ae x BESoA Raho he ee ene 
nage asa SB Ss aa Beat. a ER eS “i nia 2 Puen ees oe ‘eg _ go aes rae oad ee 
; ‘ Bp Bae ee So Breage we ; arts fe pl Bh ENG. A , ON ae vie Bests ei. ee sy epee eats si 
: ee eee ae Os ae : oe ot ee ie “2 Be ee ee See ee 
Beer nrarecs “ se 0, Reo cn a igs * a ay " e% 8 ea SS eS iy Re yal cee sid Bed fe, alee 
SERS aa Se eae eae Se eo we 8 ata chee a Te Seas re ee aes rau 
a ne eon: SR See aan: ae Se geet Sees ays ‘ ca a P ee ee gas if Ree SS : ny 
pn 8 eae asic oe a etme pa ie a eh: le eae ‘ Gis Bodie ile ad e CS bade Sam Pee 5m 2 a ea % are ! 
Pisa oe ee aR SSS CR Sac” ea eee Te pune eee a ey aie Le Ee RE Pager BN aN Ss a 2 BS : 
anemia: esha ena ao TRS aera ce omen in 5 a oe Sat i Care 2g . a ES. eae aoe ae Pb ea a taro Or Sea ie : 
OR 27” ea eR ee Rs Satie agate : Ea cman Caper Sou | seal ie eee as Rg oe SS aa ae soo Repeat hss roa neo oA es a Shee ‘SS y 
: Ce ae bo oe ae See Rien ais Seam Mage Rate ae eee a PS. nae BRS 3 & ea Shia Ae ee : oa ae ee ‘ae : 
ee) 4 Reine TEE OS ama Be sigs Sas eae ae eae i ee i i ee 2 ae by gtia, ees “ Ae > a 3K 
—— Bi 3. ates aaa an MN SES. a i PE ee ee es A " 
a Gace aa ee spas : Be Bee ge heros aa Br oes ‘ oa oneness Ree RS ee ae ‘“ eg my i es pe 
a Soke eee oe Saat score semen or = i tai oe Snes Piicbi. |) paReetentis Cpe Siete a me gone a wae boy ¥ RO ee es ee re een ne 
uy - Pi a ae Os Pee es ae ee : : pete: hee : Roatan : pee sae } . =e £ %. $ 4 ae Se 2am Bere Sa :. 
j ‘ on sae <a Eons a ae a ce aes oe j yas es eae ; : © ae Se ea  .. Re SS oe %. 4 Mes, 2 i. a 2% ae a 
; a bucien | ee ae Si Boe at reuse a Bel ease ‘a f B ee ee Bees ee eT ele 4 : i SRS SS er a mee, 
; CVA Ee ee a Re cee ca Rasa Sa at ae Se i ae & Sey ee 2g ae ‘ Bek aa ge Ws Satie ; 
aa augers Wee oe Bo 3 ae a aa 3 ie Bear : Sil sist tahiti Baie 2 pe 3 : ae ee Bes i Fx: MM ‘ cae bs Se ei Set 
tee tasks Rt = Pe ca ae Bre eae The i ie st ic ae — oe 8 eee ce ee. | ee = iis capsied a 
! ie Saige = ES GE ee e iene ba: : i ies ec. Beate ee ee ae . ge ee 3 » as eee, ee ao ; Je 
idee ak ee ae Ss aa i ” WS : sy Ai BE en pte: a ee Oe Csr eee c 
ey, ae ee Pe ick LS og eg f a ™ : oe eo ; sane Bee Re Ramee 5 eae Pe 
fer Sa See ate ee BPE cpt om aaa” Es ¥ : ; Mra pes see Sema ees ret es ey 
PAE A rept, i so Scene ss ccs aS + mi SR a ae Re tae ne es I ey sey toa 
{ a Se eae SaaS Sa a ret Naeegeie is : sis pee. re festa a cia Se Racked <7 ee eae ; Era 
OP SEs eo sae a ore cummcmeme Bo Lesh NE Ne ae ae ath (TS a Beet coh ie ee Res. Sie eee = Ei ad 
Se 8 eee OR ee ee ee ae eo oe ae ARLE, eee 
= ee alia (ee: ae } Sida oy Se Rh S25, Se aa see a. tie ee : eae Oe ree pens Prater toe = 36 53.5 Pana le At ee 
5 ORE aaa pie einen ie a. SOR a arene tics TN OR Res 3 RD PTE So. = Bees oi a ee a ; 1 age BL? hie Ror a ONie lau ie 
wnt Se eee we <a : Ss Peete eS ra ee eee ——  —_ % an cae ge Breccia pero Pe ea ens toe | ee oe a ae 
; , . y - ese? SR ARN Se ee rae espe 4 ies etic Se acm ress Lek ae Besa resin apie RE ANN ita Penns 
ra i a % eid SRT A oe . ’ Basie ke Bie cant SAE So BU Se Se Bike =i Be ct ais i; ‘ a 
‘ 3 ‘ SSN ine Sta eh SSCA CS aaa Or See aria : Te Bl ete aay 
OSES ee ages aera CRORES <0 ata pS eu gee ico? Res 
” ee b Poe AREER I een EO ee sore ce Pee | Sees ao! eee Par ag ibe ee 
: ee % : rate Ys Ae : eee ene eee Frets nga laa > Op 
ie ae os eee See pe. : ssessiiaaeeaaaiaes A ae ee: ae ae ae 
Bee eae ma "re eo ae RN a a er Bs RCS Ale ie ee Daas ae 
- ss ea etn ‘ Sg By . Bae atin as Be oe es ieh. nee eae ees “Sieh § Se Pay SS cia as oe ; : PS 3 
; oe fF ce SN Sis ee a: ts wee ROAD es a 5 ha ; Sa A Eee ee ain fs : > eee 
ae ’ ae eo ee Le Me eae. Se TaN ee ey ; , ies F ae — gine eee 
sa ae hepato eam rep soca = eam PON, ee Bates Bee oe ou ‘ $ ; 5 
: Paice a eoaetee aya or Se Be ee ee eS Bae ra Se pes one 
ae breads Pe Se eA A Ber ior Bic neg ia a Sige PR eae BE a a oe eg centages ae a ea RSE Es Ser Neeann cae : Z 
et See Dane SS a! 2 Fae eee tee og OIE: ss none a ACR OREN eee "2 es fore oe ORS AS a, PSEA: SN Rg ae Pe Wane ; ai 
y Se MO os) Me Oa Pa ee et a) ee Be ae Bes ati OR ra : es SS ERE RE Big Re A caine: Reet tees eo Bee eas aay eee lint a se 
ae ae no's 1 ala ee ce. ae 5 eee Same eed So een aise sitio ae ee aN 5 ae aan ae Rr re a ee ay Sons Ser aaient PaaS e: a Sia? i, Simmer oe erg 
‘ Ae Soa en “uo. tes ae Se pee ee ieee aan 3S a eee Sn Resin Sh ccs ak oan Pe TS Rae ee as was es % Renu oe an : , as acaba S ce eis Uiiaal 5 
os See ae oe 25 ae by: ee. See ene Bais ches Pe es Big ie eR Sette Ba os ae ae : BR es ERR is yet hehe re Peon eA ty soe 
TS ees See A iy, (ie SB ea s Be ake IRINER cites peepee tos F< Sot pe mats sk Meee ae i AR aR mee SRE OR ee eB Nic ele a ho cea aaa Sona SS LTE a ae ae a pir Lelie eee oS on 
: i wren eo, on wets! Chee ieee es Rs Spe ae bes ae aera eae ean en creas is Reape pat EE Seta NO Leh RR ORS ne SG ae em Ren ea OG En Seat RO tn hae ep ott f 
eee. age Pg Ce Te an pe ee Geico es oe HO CE Roe ee es ae an Ee PR Ong oS ih se a Re. me 
ee ‘ PR eee sr ei SRS = seceeer oe ad BR Sie renee SS a a Ne Ripencs. ic vane menne Ren een Be en he Rage oe hot oe Re ie!” a ea a all Bae aes 5 ae 
aa a Bo ty 2 i ema oe je oe Es me Re ee ee 55 ee poten Nosy nc Scrat - Pe ee Seu ps ares sa a Sega Bani tae Le ah Ss ee pris Sete 4) Beetle A ed pees 
™ ee es bes de ei eras 2 aha Ee AO tg ne ee Sameera et Sh aR Se LN Eagan Meo a ner Sy Paige 6“ Mekkcones a ; ‘ Pa St ot x rea mee: "cae 
4 "Sey le oe ee ie ee ee Pons saa eerie tse ae Rae a ae pa - nets Be aS Set S Shapes rag tne git Noho ek, eps ee Soamgg eee Petey in Oe Pons ae len 2 
» * ‘ ‘ aye k eRe Sees xo LGR tae aot Re eee ass he SiS ee RES sa a aaa Bish: eee : ere OES Sa eee ye wal Oe ae en 
$ ROAR a Se cas es get Sas Cais Sees Bema 2 SS ae ROP eae nes oe ceo Saeko 7 a erp sk RO “ene prt ir 2 Sa tite eee 2,.> A arti. ee 
ay q * Bee et epee Sen onan tear ee ees aera : aR Seimei Coe SR Senge ona eae ee Se EE oie 2 Die Sore rg Bp eat te prs pepe - 
i Se ee 2 ‘ - SOR Oc aR pee oak . sy bee a jis aeamay sere Teme enaeteans we me Smee esta loa ale Be ola PO ne AS a ae saa ray ag “83% 7 : ” 
; . i tec. cee pe names macs Bee OS pe agee e a pre SMR Re a ities res RR co ae ‘a a 
. : Uapennnes CA - ORR SEOSSa a ce gee Se ee“: aioe Pa aR ge ey es : ye sae ee 
Rae: : Se ae me tege ie e eee: Ager be S a i ar 
y Saas et os a. aie \;) ee nit = 
a ; > - : ia 3 ae ‘ ne Sing * 
ee ep 
y you t 
; ‘ oO 
politan 
ee : | 
Is i 
ee | = 
+ r 
ee o 
: 
It’s 
po rt p 
E- . 
’ 
| - 
~ én : 


